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Orders harder to get? Competitive pressure increasing ? 


Where is the management who won't agree it’s time to urge 
the sales force to fight harder—to step up its sales 


calls—to develop more new customers ? 


Grabbing the initiative in times like these is what makes 

new leaders. The company that steps out boldly today capitalizes 
on competitive weakness. It pushes volume to win a larger share 
of available business. It improves its industry position and 


challenges old line leaders. 


Yes, this is the time to be bold—in selling—and in 
advertising. The company that aspires to leadership makes 


no little plans. 


It hits—and hits hard with everything it’s got. It 

demands that its advertising work harder—that its impact 
be increased—that its contacts be stepped up. Alert 
management today is giving advertising more jobs to do, in 
order that its sales force can become more productive. Has 


your company raised its sights to fight harder with advertising ? 


THE PENTON PUBLISHING COMPANY 


PENTON BUILDING e CLEVELAND 13, OHIO 


Listen..theyre 
playing our song! 


The melody: Togetherness. 


In May 1954, McCall's took another important and, judging by 
the widespread enthusiasm evoked, an historic step forward. It 
changed its entire editorial philosophy ...it became the first 


and only magazine devoted to serving the woman and her family. 


McCall's concern is with every facet of family living — the 
aspirations, excitements and activities of a life fully shared. 
McCall's scope embraces everything from the material to the 


spiritual, from the inspirational to the entertaining. 


All this is far more than the theme for a continuing series of 
articles. This is our viewpoint —our approach—our philosophy 


—expressed in our editorial content, from cover to cover. 


McCall's is still a women’s service magazine — but in a new way 
and with a significant difference. McCall’s is now the service 
magazine for the woman and her family. And it continues to 


have the authority of a service magazine. 


In McCall's, the women of the nation will find—and recognize 
—the different kind of magazine they have needed and wanted. 
A magazine that helps them meet the challenge of the times and 
of a life more complex, more demanding but infinitely more 


rewarding. 


To the advertisers of the nation, this new approach of McCall’s 
can mean the multiplication of a market... and the increase in 
advertising impact of their messages... which reach and influ- 
ence not just the women but also the families in more than 
4,557,000 homes where M-Call’s is read, liked, believed, 
followed. 


McCalls 


edited for the woman and her family 


JULY 1, 1954 


In its May issue, McCall’s invited its readers to 
“Live the Life of McCall’s”—a new, warmer way of 
life which is created not by women alone, or men 
alone, but by women, men and children sharing 
family experience together. In the same issue, 
McCall’s ran an eight-page feature called “Man’s 
Place Is In The Home.” 


Here’s a sampling from our jammed mailbox show- 
ing how people are responding to this theme: 


@ I’m glad you're finally taking us fellows in. 
Man’s place is in the home — if it’s a real home. 
Home — that’s my game and I'll read anything you 
have to say about how to play it. 

RUSSEL CROUSE 


co-author of ‘Life with Father’ 


@ We feel that the “new Adam” who is not embar- 
rassed to be seen drying the dishes or attending a 
P.T.A. meeting is a right sort of companion for the 
“new Eve”—the many-sided, resourceful and yet 
feminine woman of today. These two together are 
learning to shape democracy’s new home. 
BONARO AND HARRY OVERSTREET 


authors of 
“The Mind Alive” and ‘The Mature Mind” 


@ People are finding that material riches and se- 
curity don’t pay off as much as family satisfaction. 
JOHN O. MELLIN 


Pastor, First Presbyterian Church 
New York, N.Y. 


@ A Man’s Place Is in the Home, all right. Margo 


and I agree fully on that. EDDIE ALBERT 
NBC-TV, New York, N.Y. 


@ A home is not the same without a man. Also, 
what better place could a man possibly be! 
MRS. IVY BAKER PRIEST 


Treasurer of the United States 


@ The more that man’s place is in the home, then 
the stronger our families and country will be. 


MARGARET CHASE SMITH 
United States Senate 


@ | agree with McCall’s that man’s place is in the 
home. Or, if he’s an Indian, it’s in a tent. 
GRACIE ALLEN 
CBS-TV, Hollywood, Calif. 


Reproduced from the July issue of McCall's 


Yur GIFT IDEAS 


FOR “HIM: FOR “HER” 


LIGHTER 


Impressive, useful gifts...bearing the 
mark of the greatest name in fashion 
accessories...Elgin American. Sure to 
please, proudly owned! The Signet 


Lighter, shown here, is the world’s 


has five advanced features no 


other lighter offers! For successful gifts, 
choose Elgin American. 


ORDER CHRISTMAS 
GIFT MERCHANDISE NOW! 


Write or wire 
Mr. Randy Anderson, Premium Division Manager 


ELGIN AMERICAN 
853 Dundee Avenue, Elgin, Illinois 


FIGURES ARE 
IMPORTANT— 


and as impressive as POST figures 
are, they tell so little of the POST- 
ROWAN-SALISBURY story 


Salisbury, 17th in N.C. population, 
ranks Ist in p.c. auto sales, 2nd in p.c. 
retail and food sales, 3rd in p.c. drug 
sales. That's good because the POST 
had a hand in making those figures 
possible. But of even MORE import- 
ance to you is the fact that the POST 
is a time-tested super-salesman be- 
cause it has earned the confidence 
of its over 16,000 subscribers. Hasn't 
failed a worthy advertiser in 50 years. 


THE SALISBURY POST 


sbu/ ¥ Wort Carolina ~ 
y, 


— 


WARD-GRIFFITH COMPANY 
Representatives 


Sikes Monagarenl 
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Listen to What We Say to Salesmen! 
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SALES MANAGEMENT 
“If You Would Sell, Serve!" 


So says 84-year-old Mary Shepherd, Avon Products’ “glamor 
girl” city sales manager in Ft. Worth... a star saleswoman 
in her own right, and effective trainer, supervisor, and de- 
veloper of women who make a career of direct selling. 

By Mary kK. Pirie 


SALES POLICIES 
Coal's Fate Could Be Yours 


Lost: one-third of anthracite sales in six years! But are two 
young men in control of the oldest coal company now setting 
the pattern for recovery of a sick industry? Lots of selling is 
needed today to make up for lack of foresight. 

By Robert Letwin 


Is There Any Way to Escape ° 
The Ravages of a Red-Hot Price War? The trend in modern 


While bargain basements are stutfed with 69c nylons and 


a °° 
cheap underwear, Holeproof stresses style and quality, backs industry is to do 


its line with heavy advertising aggressively merchandised 


Pavoff: Sales volume has leaped about 360%. (Part 1 of an MORE 

article in two parts) IN 

By David J. Atchison .. ee SMALLER seace 
— SE ——— 


Tiny transistors 
SALESMEN'S COMPENSATION to replace large vacuum tubes, 
Four Rules for Designing Printed electric circuits, 
A Workable Incentive Pay Plan instead of bulky wiring, 
1. Direct incentives at achievement of the company’s market- Cigarette size transmitters, 
Two-way wrist radios. 


ing objective. 

Design incentivés with easily understood computations 
related to sales effort. This principle applies especially to 
Base incentives upon understood and accepted goals. advertising space as paper and 
Establish incentive rates that increase with higher volume printing costs zoom ... And more 
but result in a decreasing percent of cost to sell. especially, right now, when our na- 
J. O. Vance, McKinsey & Company Pere 5 tional economy places added empha- 
sis on marketing economies in al! 

well managed industries. 
SALESMEN'S WIVES The counterpart of what the big electric companies 
are doing in electronics, Industrial Equipment New 
Cellucotton Makes News with Shon te sikecd eaminaanas aie aie anaes 


Manual for Salesmen's Wives and efficient method of spreading its product story 
throughout all industries in small but sdequate 

pr J A ‘ 3 standard space units, size 3% by 4% inches, at a 
You don’t hire a salesman ... you hire a man and wife cost of %4¢ per printed sales call. 


team.” So say the personnel experts. I-C-P recognizes this In this way you can be sure to reach ail the ma 

too-little understood principle in a booklet designed to help kets . . . including all the new markets . ma 

wives understand the company and the sales job. sound investment basis. IEN markets are active NOW 
because Industrial Equipment News reaches aii of 
the active markets. The great number of active . 
and SPECIFIC . . . sales leads which IEN adver 
tisers are getting each month is added proof that 


SALESMANSHIP IEN markets are active NOW, 
: a Eliminating all non-essentials, IEN explores, finds 
He's a Big League Salesman and helps you to sell by placing your product mes 
. -_ where buyers look for product information, 
He possesses eight traits which set him apart. Because he tonen products are being chosen . . . giving you 
: a A : more sell . . . in less space . . . at the lowest cost. 
applies them, he brings extra benefits to customers, his com- 
pany, himself . . . and he can truly call himself a professional. ; 
By Walter J. Maytham, Vice-President, Westinghouse Elec- Details? 


trae Corp. ... Write fos, NEW 
Media Data File Fold 


\ 
Industrial 
Advertisers’ Index ....... .. 103 Letters 


. A 

{| 

Comment see tty 27 = Scratch Pad Equipment \ 
Future Sales Ratings 90 They're in the News . News 


Pit 


DEPARTMENTS AND SERVICES 


Human Side , Tools for Selling 
High Spot Cities . 94 Trends AFFILIATED WITH THOMAS REGIS 


= FAM N TURERS 
Worth Writing For .. 64 “ ERICAN: MANUFACTURE 


461 Eig Avenue, New 


"leaders use 
your publication" 
says... 


Modern equipment... modern business methods. . . and 
one or more subscriptions to The Wall Street Journal. These 
are sure-fire signs that here is a progressive business organi- 
zation. 

As so many advertisers have learned, executive reader- 
ship of The National Business Daily goes hand in hand 
with the desire to make progress and the know-how to 
accomplish it. 

When you advertise in The Wall Street Journal, you 
reach men who have the best of reasons for paying close 
attention to what you say. 


ABC CIRCULATION: 295,367 


Net paid, excluding bulk, based on March 31, 1954 issue 
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@ A revolution in automotive merchandising started in 
the June McCall's. This B. F. Goodrich advertisement is 
the first on tire safety ever written exclusively to women. 
With twenty million ladies in the driver's seat, this pro- 
motion is a move to open a new market for the first tire 
to meet a woman's safety needs—the B. F. Goodrich 
LIFE-SAVER Tubeless Tire. A BBDO Cleveland client. 
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much food... 
“ or too little flavor’ 


3) Restaurant owners know that flavor builds business. 
More and more are discovering what Ac’cent does to build 
flavor. This ad by BBDO Chicago for International Min- 
erals and Chemical Corp., was chosen as “‘outstanding”’ at 
a recent clinic of the Institutional Food Manufacturers 
Club. Other campaigns in Ac’cent’s broad sales program 
are designed to increase both bulk and consumer trade. 
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@ Bright new campaign for New York’s Schaefer Beer 
—it's real beer—uses funny limericks and cartoons to make 
a serious point: the big differenve in today’s beers isn’t 
calories, but flavor and Schaefer has more flavor. 
Strong newspaper schedule gets follow-up on Brooklyn 
Dodger games on radio and television. Also on “Favorite 
Story ieievision show and saturation radio spots. 


Q Five out of twelve first awards in the 1954 Associ- 
ated Business Publications competitions went to BBDO 
clients. Prize ads in the industrial, institutional and pro- 


fessional publications field were for U. S. Steel, E. 1. du 
Pont de Nemours & Co. (Inc.) and Timken Roller Bearing 
Co. BBDO winners in merchandising papers were Sheraton 
Corporation of America and Polaroid Corporation. 
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McCulloch power saws and 
other products are designed for 
rugged duty in rugged places 

. and we are constantly in 
search of new ways to keep 
these products the most efficient 


and dependable in their fields. 
Product Engineering helps us 
continually in this job: we find it 
our top source to “what's new” 
in machinery and equipment 
design. 


John L. Ryde 

Vice President 

McCulloch Motors Corp. 
Los Angeles 45, California 
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THE MEN WHO DESIGN 


SALES MANAGEMENT 


He Leads Design at McCulloch Motors 
HE READS PRODUCT ENGINEER! 


. . . and if you want your advertising read . . . by a $28-billion 
market's basic buying group . . . you concentrate it in this only 
design magazine which can give you the priority attention of 
26,000 designers of today’s and tomorrow’s products 


If you're as sales-minded as your competitors, and out to be THE LEADER in your 
field, there’s no advertising ‘substitute for the LEADING MEDIUM in the biggest 
of all markets for parts, materials, components, and finishes. 


And in the giant and great-growth Original Equipment Market... you can confirm 
Product Engineering’s leadership on every count, and do it FAST. 


Circulation? Over 26,000 paid subscribers, which is 26,000 more than any other 
general design-engineering magazine offers you in its circulation statement. 


Editorial? More than 1,900 pages a year, edited exclusively for design engineers 
by the biggest and best-qualified editorial staff among design magazines. More 
pages... better edited . . . and better qualified to draw responsive attention to your 
advertising . . . than you will find in any other design publication. 


Advertising? Year after year, successful companies and their agencies invest far 
more advertising pages and dollars in Product Engineering than are invested in any 
other design-engineering magazine. They know that only this magazine reaches and 
penetrates industry’s Design-Engineering Headquarters with the impact of an all- 
paid, ABC-audited, constantly growing circulation. 


New-product development is today at an all-time peak, and if you want your 
sales curve headed in the same direction, make sure you put the power of Product 
Engineering behind your products. 


Producs Fr 


gineering 


~ 


The McGraw-Hill Magazine of Design Engineering XY paa 
McGraw-Hill Building, New York 36 


DISTRICT OFFICES: Atlanta 3 — Boston 16 — Chicago 11 
Cincinnati 8 ~ Cleveland 15 — Dallas 1 — Detroit 26 
Los Angeles 17 — New York 36 — Philadelphia 3 
Pittsburgh 22 — Son Francisco 4 — St. Louis 8 
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AMERICA’S NEW PRODUCTS READ PRODUCT ENGINEERING 
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"AVERAGE ABC CIRCULATION 
FOR SIX MONTHS ENDING 
MARCH 31, 1954 


The Fort Worth Star-Telegram 
has long been a leader 
in newspaper circulation in Texas 


This leadership continues to grow, and as it does - 

more readers become prospective customers for. adver- an, 
tised products. FORT bg 
Since the ABC Publisher's Statement for September 30, WEST BEGINS” 
1953, the circulation of the*Daily Star-Telegram (morn- —_ 

ing and evening combined) has increased 4,811. Durir some period Sunday cir- 
culation has increased 10,258. Lotest figures based on A bl sher’s Statement for 
March 31, 1954. 

It is easy to understand why the circulation of th ar-lelegram has continued to 
mork up substantial increases in both Daily and Sunday circu n when you reolize 
thot the Fort Worth Market has shown outstanding growth in population. Soles Mar- 


agement estimates that 2,008,400 people live within the Fort Worth market. Of this 
number 458,300 reside in the Metropolitan area. 


The Fort Worth Star-Telegram is on influencing factor in the minds of these people. 
They look to the Star-Telegram for news and your advertised products. 


ORT WORTH STAR- "ELEGRAM 


AMON G. CARTER, Publishs 
AMON G. CARTER, JR Preside 


mt and National Adverti 


LARGEST CIRCULATION IN TEXAS 
Without Use of Contests, Sch or Premi — “Just a Good Newspaper” 


LETTERS 


REPLACING THE OLDER SALESMEN 


We have the problem of having four 
substantial sales producers who are now 
approaching an age bracket when, within 
the next five years, it will be necessary 
for us to consider replacements 


What plans have come to your attention 
which cover contingencies of this type? 
We value these men very highly. We 
don’t want to say anything or do anything 
to hurt their feelings but in an adequate 
way we want to come up with a program 
that satisfies these men and also satisfies 
the firm’s interests as regards these terri- 
tories. 


Any information you may have along 
these lines, or any data we could get 
would be most appreciated. 


Frank H. Hayes 


Vice-President in Charge of Sales 
Rhea Manufacturing Co. 
Milwaukee, Wis. 


B® Some companies have solved this 
problem by getting the older salesmen 
to take on juniors, with the company 
and the senior salesman (if on a 
salary and commission basis) splitting 
the salary of the younger man. One 
company pays three-quarters of the 
junior’s salary for the first year, one- 
half the second year, one-third the 
third year. After that period (or be- 
fore if mutually agreed upon) the 
junior salesman goes on a commission 
basis with the senior taking an over- 
ride. 


NOT EVERYONE GOES BY AIR! 


Mr. Fitzpatrick of American Airlines 
indulges in some perhaps worthy but 
slightly inaccurate tub-thumping in stat- 
ing that “In 1952, American Airlines 
passed the Pennsylvania Railroad in 
passenger revenue to become the largest 
passenger revenue transportation company 
in the world.” (SM, May 20, p. 36). 


No figure is given for 1952, but if 1953 
may be used as a basis, American fell 
short of $200 million in passenger rev- 
enues ($180,732,000) while Greyhound, 
for the third year in a row, was greater 
than $200 million ($222, 500,000) in its 
passenger revenues. 


Mr. Fitzpatrick’s company may yet sur- 
pass that figure; we hope he does before 
suggesting again that anyone but Grey- 
hound is the largest passenger-revenue 
company in the world. 


R. A. Rice, Jr. 
Director of Research 
The Greyhound Corp. 
Chicago, Ill. 
(Continued on p, 12) 
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PHILADELPHIA 
TO BALTIMORE 


55° 


CLEVELAND 
TO PITTSBURGH 


60° 


NEW ORLEANS 
TO HOUSTON 


$1.05 


SEATTLE 
TO NEW YORK 


°2.50 


These are the daytime Station-to-Station 
rates for the first three minutes. They do 
not include the federal excise tax. 


Long Distance doesn’t cost—it pays 


These competitive days, executives everywhere 


are turning to more productive selling methods. 


At the top of the list is Long Distance. 


Here are some of the reasons why: 


Long Distance is fast. It will take you North, 

South, East and West in a matter of minutes. 
So you can keep in regular touch with even the 
most widely scattered customers and prospects. 


It is personal. Like a face-to-face visit, 
it gives you the advantage of friendly two-way 
discussion, helps to prevent misunderstandings, 


builds good will. 


And rates are low—much lower, we find, 
than most people think. 


We have some specific suggestions for the profitable 
use of Long Distance in Sales, Purchasing, Admin- 
istration, Traffic, Production, Engineering and 
Accounting. A call to your Bell Telephone Business 
Office will bring a representative to discuss them 
with you. 


Call by Number. It’s faster. 


BELL TELEPHONE SYSTEM 


SALES MANAGEMENT 


FROM COW-PATHS TO CLOVERLEAFS... 


The narrow, twisting, rut-ridden roads of yesteryear are being replaced by new 
multi-lane, high-speed highways. Crossroads have been bridged and cloverleafed . . . 
hills have been leveled . . . curves lengthened. 


These changes have happened in the half century since the advent of the automobile. For 
more and better cars and trucks demand faster, safer roads and turnpikes. 


SPACE FOR SPEED... 


The traffic that flows over America’s three-million mile network of roads represents the 
very life stream of our progress. Nowhere else in the world do people travel so far and so 
freely . . . nor do so many trucks deliver such a wide and plentiful supply of 
merchandise so fast and to so many places. 


AMERICA WORKS LIKE THAT... 


Here in America we have men who dare to dream and build for future needs . . 

machines to move mountains . . . materials to make roads. . . and an all-seeing, all-hearing, 
and reporting Inter-Communications System that acquaints every branch of science and 
engineering . . . every technical skill . . . with the needs and the accomplishments of every 
other field of endeavor. 


THE AMERICAN INTER-COM SYSTEM... 


Complete communication is the function, the unique contribution of the business press . . . 
a great group of specially edited magazines devoted to the specialized work areas of 

men who want to manage better, design better, manufacture better, research better, 

sell better, buy better. 


COMMUNICATION IS OUR BUSINESS... 


The McGraw-Hill publications are a part of this American Inter-Communications System. 
As publishers, we know that businessmen subscribe to—pay for— McGraw-Hill 

magazines edited for their specific business interests by editors who are specialists 

in analyzing, interpreting and reporting worthwhile ideas. 


As publishers, we also know that advertisers consistently use the pages of our magazines to 
feature the products and services they offer in the interest of increased efficiency and 

lower production costs . . . for the editorial pages tell ‘“‘how”’ and the advertising pages 

tell ‘with what.” 


McGRAW-HILL PUBLISHING COMPANY, INC. NN 
McGRAW-HILL fam 


App 330 WEST 42nd STREET, NEW YORK 36, N. Y. > 


HEADQUARTERS FOR BUSINESS INFORMATION 
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to crow about 


We're not counting our chickens before they are 


hatched. With a 1049 foot tower and 100,000 


watts maximum power, established, dominant 


WTAR-TV now reaches 459,000 families, over 


1,600,000 people. With a strong signal on 
channel 3, WTAR-TV blankets Tidewater, the 


eastern half of Virginia (including Richmond) and 


all of northeastern North Carolina. 


© 


te Sh limericas Yfracle Market 


channel 3 
NORFOLK 


Represented By Edward Petry & Co., Inc. 


LETTERS 


THE COLD WAR 


I found your “Trends” article on page 
33 of the June 1 issue of great interest. 
My curiosity as a consumer forces me to 
write and ask you on what basis you 
made the statement, “Home food freezers 
will pay for themselves over a_ short 
period. .. .” 


We are one of those families who have 
never been sold on the economy of a 
home food freezer, nor have our friends 
who already own freezers ever claimed 
that this point is true. They all say they 
own them for the sake of convenience— 
but not because they feel they save any 
money. 


We're still interested in home freezers, 
though—and justi waiting with bated 
breath for some home food freezer manu- 
facturer to tell us in his advertising how 
it will pay us to own one. How did you 
get your information? In calculating any 
savings on food, we are taking into con- 
sideration the tzitial cost of the freezer. 
It takes a long time to save $300 to $500 
on your food bill. 


(Mrs.) Irene Maves 


Advertising Manager 
Treesweet Products Co. 
Santa Ana, Cal. 


& You've cornered me, Mrs. Maves; 
I was drawing on our own experi- 
ence, plus that of many enthusiastic 
friends, when I made the statement, 
but I'll have to admit that I can’t 
back up my statement with figures 
that would impress-an auditor... . 
Very possibly I was carried away by 
an experience last year when I was 
very successful in catching trout dur- 
ing the early part of the season. By 
sticking them in the freezer I was 
able to enjoy a trout breakfast for 
many months to come. You may not 
agree with my evaluation of the 
worth of a trout—but perhaps your 
husband will. Considering what I 
spend each year for basic equipment, 
fancy lures, licenses, etc., I figure 
each trout is worth $10. So the 
freezer paid for itself in less than two 
years!—Philip Salisbury, Editor. 


ARE PRIVATE BRAND OUTLETS 
THE ANSWER? 


I regard the discount house as the num- 
ber one problem in distribution today 
(See “Trends”, page 33, this issue and 
installment 2 of “Adventures in Shop- 
ping”, p. 42) I further feel it is 
going to take a lot more than viewing 
with alarm to get at a solution to the 
challenge the discount house presents to 
our system of competitive distribution. 

We are not a nation of just producers 
and consumers. The great “middleman” 
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NATIONWIDE DATA ON MAJOR. 
COMMODITIES NOW AVAILABLE! 


STATE-BY-STATE SOURCE AND MARKET FIGURES TABULATED 
FROM IBM PUNCH CARDS AT YOUR REQUEST—FREE 


This NEW individualized research service will... 


help you evaluate 


accurately by geographic regions and by states the 


extent of the market penetration for your products 
—and your competitors’ products. 


help you select 


new industrial plant sites in any state (not necessarily 
on the C&EI) through a factual analysis of your ma- 
terial sources, your markets and your competition. 


help you determine 


quickly the state-by-state markets for commodities 
and their national distribution in relation to the sale 
and distribution of a new product. 


WRITE TODAY—There’s no obligation 


Available distribution data give sizes and locations of markets 
and sources for 270 different commodities for all states. This free 
C&EI aid to buying and selling programs will be tabulated after 
consultation with you to determine your specific needs. Your 
request will be kept in strictest confidence. 


Write to: Chief Economist, 


CHICAGO & EASTERN ILLINOIS RAILROAD 
332 South Michigan Avenue, Chicago 4, Illinois 
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Buying patterns vary all over the map 


No matter where they go—your salesmen know that the real buying influ- 
ences can be found only through repeated plant calls. 


Whether it consists of one man or twenty men in each plant, there is a 
distinct buying pattern—and patterns vary from plant to plant. But, whatever 
the pattern—it is made up of the same key men, regardless of title, your 
salesmen must see to sell. 


MILL & FACTORY readers are selected on this same sales-contact prin- 
ciple. A nation-wide staff of 1,645 sales engineers—men who sell machinery, 
equipment and other products to industry, build and maintain MILL & 
FACTORY ’s circulation lists. These up-to-the-minute lists reflect plant and 
personnel changes when they occur. 


Through repeated sales calls, these sales engineers know the key buying 
influences personally—and select them to receive paid copies of MILL & 
FACTORY. 


Your advertising message in MILL & FACTORY goes directly to the key 
executives, regardless of title, your salesmen must see to sell. 
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| A CONOVER-MAST PUBLICATION + 205 E. 42nd ST., NEW YORK 17, N. Y. | 
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out of sight 
out of mind 


fter your salesman packs up his presentation and 
leaves, does the prospect retain the selling features highlighted 
for him? 


You can keep your sales effort alive when you put mailpower 
behind your manpower — to remind prospects of your sales mes- 
sage — to hold attention at sales-building levels — to pave the 
way toward sales success on the next call — to earn a greater 
return on your high-cost investment in personal selling. 


For direct mail advertising and sales promotion, planned and 
produced as part of your overall sales strategy, call on the 
penetrating experience and original thinking of: — 


The HICKEY- wield Division 


216 East 45th Street 
New York 17, New York 
Murray Hill 2-9000 


ee ee 


Hickey Murphy Division 
James Gray, Inc. 
216 East 45th Street 
For a free copy of 
the idea-stimulat- New York 17, New York 


ing booklet, “How Send me a free copy of 


To Put Action | 
Ld wary HOW TO PUT ACTION INTO YOUR DIRECT MAIL 


fill in this handy one 
coupon, clip it to 
your letterhead Title. 


and mail it today. Company. 


Addrec« 


City. 


LETTERS 


class occupies a strategic segment of our 
economic foundation. The profit system is 
dependent upon those who are a part of 
it, making a profit, hiring and buying 
with that profit and contributing to the 
economic strength of our several com- 
munities. The manufacturer, who has the 
genius of production, is threatened by in- 
ventory accumulation when his produc- 
tion exceeds his normal orders through 
the regular channels. He is to blame for 
placing his goods in the hands of those 
who do not require a normal markup or 
gross margin to stay in business. 


Our fixed retail establishments may be 
top-heavy in the light of today’s condi- 
tions, but those outlets are so bound up 
in our economic structure that their fail- 
ure would be a crippling blow to our 
economy. 


Wiser heads than mine have wrestled 
with this problem without a satisfactory 
answer. As I see it, the matter is one of 
direct communication and action between 
the manufacturer and his retailer. Media 
stands to suffer, but the chances are that 
the position of Sears, Roebuck & Co., 
strongly entrenched and selling their own 
lines without regard to discount, may pos- 
sibly point up a growth of private brand 
outlets. This can offset to a degree the 
lack of customer satisfaction in a sale 
which is made for cash and which ter- 
minates dealer responsibility as the prod- 
uct is handed over. 


Donald M. Bernard 


V-P and Advertising Director 
The Washington Post and 
T:mes-Herald 

Washington, D. C. 


SALESMEN ARE ALWAYS WELCOME 


. By and large I believe Mr. Dono- 
van has done a good reporting job, (“Why 
Does One Man Get the Order Where All 
Others Fail?” SM, June 1, p. 90.) which 
probably reflects the feelings of many 
purchasing agents and buyers. I particu- 
larly agree with him where he points 
out the assistance salesmen can render 
the buyer, in paragraphs 2, 3, 4, 5 and 6. 
Naturally we like our sales callers to 
be familiar with the account, and most 
definitely keep their delivery promises, 
advising. us in advance if any unfore- 
seen circumstances prevent their meeting 
specified delivery. To us, delivery is of 
prime importance. 


You are probably aware that there has 
been some talk in purchasing associations 
and circles advocating the curtailment, 
or limitation, of hours during which sales- 
men will be interviewed. It has always 
been the policy of this company to inter- 
view callers promptly and at any time 
during the working day, and I do not 
anticipate that we will deviate from this 
policy regardless of the trends toward 
limited calling hours. 


Joseph A. Czescik 


Purchasing Agent 
Pitney-Bowes, Inc. 
Stamford, Conn. 
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The man whos 7 


Manitoba holds a prosperous future for YOUR busi- SERVES EXPANDING MARKETS! 


ness. At your request, accurate, detailed information 24 Remember what the schoolbooks 
will be prepared to outline exclusively for your firm ay said—about the industrial 
such factors as: =e 6 East and the “agricultural” West? 


4 3 Manitoba busi man 
PLANT SITES AVAILABLE ig hagretneoch psa — 
MARKETS TRANSPORTATION t 


*& doing business with an ever 
a ower TAXATION, ETC. # expanding market—and has been 


Any special information you may require will be given ia since 1946—in a province that's 
prompt attention-—and kept completely confidential. ag 6 fast making INDUSTRY an economic 
ia 8=6 mainstay! 


Ad i : ay . . 
sae ten ago to = ‘Investigate NOW your place in the 
DEPARTMENT OF INDUSTRY AND COMMERCE hub of Canada’s growing West—in 
LEGISLATIVE BUILDING, WINNIPEG, MANITOBA. m% Manitoka. 


INDUSTRY GROWS FAST IN 


anitoba 


in Baltimore? 


Take a good look at your sales in Baltimore. Are they up 
to par for the Nation’s 6th Largest City? Baltimore is a big 
league city with 1,345,000 people in the ABC zone. Pop- 
ulation has increased 340,000 since 1940. And Baltimore 
families spend big, thanks to high average incomes of 
$5,318.* Yes, Baltimore is a big league city where you 


can get big league sales. 


"source; Sales Management Magazine 


If your sales aren't thriving in Baltimore, then look at your 
advertising schedule. Are you missing a large segment of 
the big-buying Baltimore families? The more than 50% 
who read the News-Post? News-Post total circulation is 
now 225,453... that’s the largest evening circulation in 
Baltimore! Want to hear the whole story? Contact the 
Hearst Advertising Service representative in your territory. 


Baltimore News-Post 
and Sunday American 


Bought and read by more-than-half of Baltimore's families 
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They live on the Pacific Coast... 


they listen to 


DON LEE RADIO* 


Mutu, 


Don Lee Broadcasting System, 


*Don Lee IS Pacific Coast Radio 
——— 


’ D ~ ‘ & t Hollywood 28, California, 
...the only network designed to serve at the local level. Strong local 


stations in 45 important Pacific Coast markets make Don Lee the BIG Represented nationally by 


RADIO H-R Representatives, Inc. 


network with the Jocal flavor ... the nation’s greatest regional network. 


THE HUMAN SIDE 


& other lo's.in 
10 te24T% 


North Jersey 


Sussex 
County 


Family coverage from 1953 ABC Audit figures. 


362 


Union 
County 


FIELD DAY ... Members of New York’s Desk and Derrick Club 
on a field trip to Socony-Vacuum’s Paulsboro Refinery. It’s all 
part of their thirst for knowledge. 


The Desk and Derrick Set 


When women move into a man’s world they often get on easier 
terms with it than their male competitors. Take women in the 
petroleum industry for instance: Some five vears ago a gal named 
Inez Awty Schaeffer, who v orked for an oil company in Louisiana 
decided that her sex — or those who make their living in petroleum 
—should know each other better. She founded the first of the famous 
Desk and Derrick Clubs. Today there are 86 of them with more 
than 8,700 members and they’re banded together under the title, 
Association of Desk and Derrick Clubs of North America. 


The ADDCNA succeeded because it had a reason for existing: 
“The purpose of thé organization shall be to promote among the 
women employed in the petroleum and allied industries, through 
informative and educational programs, a clearer understanding of 
the industry which they serve, to the end that the enlightenment 
gained thereby may increase their interest and enlarge their scope 
of service.” 


> 
= 
= 
= 
= 
3 
5 
ie 
x= 
be 
i 
= 
2 
w” 
rH 
Bee, 
> 
ns 
o 
S 
wv 
5 
© 
S 
~) 
S 
S 
—~) 
wy 
~~ 


Recently, we went down to Socony-Vacuum Oil Company's lower 
Broadway headquarters to talk with Miss Elizabeth Van Kuyk, 
president of the New York Club and to see what the ADDCNA 
is up to. We were almost swamped by Miss Van K’s enthusiasm. 
A beautiful gal with a man-size job (She’s assistant manager of the 
Pipe Line Right of Way Division.), she leapt into her favorite 
subject. “We've done it all ourselves. No one provides us with an 
expense account.” She fished in her desk and brought up a profes- 
sional looking bulletin, Desk and Derrick New Yorker, which is 
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But how were 
thousands of 
motorists to be 
convinced ? 


‘ 
Scientists knew that Shell Premium with TCP* 
additive was the most important gasoline advance 


since the development of tetraethyl lead in 1922. 


Every test proved it. 


td 
But it was a highly technical achievement in research. 
ASO WA In a world of claim and counterclaim could the story be 
told in terms millions of motorists would understand 
and believe? 


Mass education 


Here was an opportunity for advertising’s ability to 
CVE, VEN present facts quickly and clearly to large numbers of 


people at low cost—'‘'mass education’’ to match the speed 
and economy that comes from mass production. 


e In newspapers, outdoor, radio and television our 
client announced “The Greatest Gasoline Development 
nN CATS in 31 Years” in test markets. Instead of claims, advan- 


tages were explained—convincingly, in terms of how 
this new fuel development solved a problem common to 
today’s high-compression engines. 


et 


. something big happened’’ 


Response was so unprecedented that Shell Premium 
Gasoline with TCP additive was promptly made avail- 
able in Shell’s fu// marketing territory. To quote Shell: 


“When any normal size service station has 167 local 


motorists—new to the station, and new to the brand— 
make gasoline purchases in a single month, something 
big has happened' When most of the 167 ‘strangers’ 
continue to buy in the second month and are joined by 
a new group equally numerous, you have a picture of 
what TCP additive in Shell Premium Gasoline has 
meant to Shell dealers across the country.” 


Is advertising’s sales-making potential also being used 
most effectively in your behalf? We'd be glad to talk it 
over with you. Just call or write. 


*Trademark owned by 
Shell Oil Company 


J. WALTER THOMPSON COMPANY 


420 Lexington Avenue, New York 17, N. Y. 


New York City, Chicago, Detroit, San Francisco, Los Angeles, Washington, D. C., Miami, Montreal, Toronto, Mexico City, 
Buenos Aires, Montevideo, Rio de Janeiro, Sao Paulo, Santiago (Chile), London, Paris, Antwerp, Frankfurt, Milan, 
Johannesburg, Port Elizabeth, Cape Town, Durban, Bombay, Calcutta, New Delhi, Sydney, Melbourne 
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GETTING YOUR 
MESSAGE ACROSS? 


There’s an easier way to ‘“‘make your 
pitch”’ to all the U.S. Armed Forces 
purchasing officers in the United 
States and abroad. THE MILITARY 
MARKET, the monthly magazine 
for military buyers, carries your 
message straight into the offices of 
the men who can put your product 
in the PX’s, Commissaries, Messes 
and Clubs, where the 3!4 million 
members of the Armed Forces and 
their families spend a large part of 
their 8 billion dollar annual income. 
THE MILITARY MARKET guaran- 
tees the largest circulation of any 
military merchandising publication 
—15,000 monthly. 


THE MILITARY MARKET guaran- 
tees thorough readership because its 
timely news, features and editorial 
coverage, edited by a seasoned trade 
paper staff, make it an invaluable 
aid to military merchandisers. 

Tell your story to the men who can 
put your product before the huge 
Armed Forces consumer market. 
Contact our nearest office for rates, 
and ‘* How to Sell’ deta‘ls. 


HE MILITARY MARKET 


The Monthly Magazine for Military Buyers Everywhere 


ARMY TIMES PUBLISHING CO. 
3132 M St.N.W, Washington 7, D.C. 
Publishers of: 

ARMY TIMES, AIR FORCE TIMES, NAVY TIMES, 
AIR FORCE DAILY—the American Daily in Europe 


New York - Chicago - San Francisco 
Boston: Los Angeles 
London «: Frankfurt - Rome - Tokyo 
Casablanca 


her club’s monthly newsletter. “But the industry is back of the 
idea of our organization 100 percent.” 


Members are drawn from all phases of the industry. ‘The or- 
ganization is completely democratic,” said Miss Van Kuyk, who is 
her club’s third president. “Some of the members are directors 
of their companies. Others are file clerks."” New York’s chapter 
boasts +23 members, representing 64 oil companies. 


Since the purpose of the Desk and Derrick Clubs is educational, 
the New York Club, like all the others, holds a meeting at least 
once a month. At each a speaker —a leader in some branch of the 
industry — talks to the girls on his subject. In addition to meetings 
there are regularly scheduled field trips. New York Club members 
have visited refineries in the area, the Worthington Corp. and the 
United Nations. 


They do good works, too. 


Not content with mere self-improvement, New York Club 
manages to do a great deal of charity work, too. It has presented 
two gliders to the Children’s Orthopedic wards at Bellevue Hospital, 
is planning to hold a charity carnival for the wards next Christmas. 


At the moment, the chapter is running off a big essay contest, open 
to students of academic high schools in Manhattan. The subject: 
‘Petroleum — Its Effect on My Life.”’ There will be two prizes, a 
$100 U.S. Savings Bond and a $50 one. The chapter has rounded 
up three distinguished judges to select winners, feeling that its own 
members might be too close to the subject to be qualified. 


Members of the Desk and Derrick Club of New York also, on 
occasions, act as models. During Oil Progress Week luncheons they 
appeared in ‘a thin film of oil.’’ This may sound odd but actually 
every article of the costumes worn by the Desk and Derrickers, from 
tip to toe, was petroleum-derived. Even their accessories were fashions 
in oil. Hats, for instance, were made of nylon velvet and trimmed 
with plastic—which, if you didn’t know, is another petrochemical. 
The models agreed that many of their audience looked bug-eyed at 
what their industry had wrought. 


Just because they’re women working in what used to be a man’s 
world, Miss Van Kuyk thinks, is no reason to lose perspective or 
a sense of humor. She showed us copies of the bulletins of other 
chapters. One is called “The Gusher.” Another is “The Patent 
Leather Pumper.” A third goes under the name of “The Powder 
Puff Pipe Line.’’ And the Shreveport club has prepared and distrib- 
uted a clever booklet which has a little fun at industry expense. It’s 
called “Desk and Derrick Daffynitions” and it might be considered 
as a view of the petroleum industry seen through Gracie Allen’s eyes. 


Desk and Derrick clubs are holding their third annual convention 
at Banff this September. It will run for two days and the gals 
plan to cram as much education and fun as possible into 48 hours. 
The featured speaker will be Hon. E. C. Manning, the Premier of 
Alberta, Can., and the guest expert will be Frank M. Porter, presi- 
dent, American Petroleum Institute. Miss Van Kuyk is rooting for 
New York for the ’55 convention. 


While we were talking, Miss Van Kuyk was fingering a handsome 
gavel. We asked her about it. Turned out it was the gavel belonging 
to the New York Club and was given to the ladies by The Texas 
Co. Texaco went to all manner of trouble to make it. Part of it 
is from the first desk of the founders of that company. The rest is of 
wood from the first wooden derrick erected in Texas. Miss Van 
Kuyk feels that gavel shows how highly the industry values the 
Desk and Derrick girls. 
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BUSY EXECUTIVES 
have our number 


And they call it often’ Businessmen like the time they gain 
by flying Capital — time saved to make the trip more profitable for the company, 
and more time to be home with the family. 
For comfort, economy and dependability, fly Capital from the Atlantic to 


the Mississippi . . . the Great Lakes to the Gulf. 


™ pl eae a Ce ‘ ‘ 
For 27 years, one of the Nation's leading scheduled airlines r | jfal 


— ee women we. AIRLINES 


eVtCY 1. 1964 


LIFE announces a 


NEW HELP 


Based on “A STUDY OF FOUR MED‘ 4” 


Conducted for LIFE} by Alfred Politz Research, Ine, 


T 
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In making media 
decisions 


“A Study of Duplication’’— sequel to “A Study of Four Media”— reports 


duplication for average issues of leading publications, and also on the 


basis of accumulation and frequency of reading. 


: ye new duplication study by Alfred Politz Re- 
search, Inc.—based on A Study of Four Media— 
represents a completely different and far more use- 


ful set of duplication measurements than has ever 
been available. 


The study reports audience duplication of an aver- 
age issue of one publication with an average issue of 
another . . . as well as duplication among average 
issues of groups of three, four and five publications. 


The highlight of the study is the analysis of dup!i- 
cation by accumulative audiences and frequency of 
reading. These provide new information never be- 
fore available for evaluating advertising programs 
in publications. 


If you would like to know more about the findings 
of this study, write to A. Edward Miller, Market 
Research, LIFE, 9 Rockefeller Plaza, New York 
20, N. Y. 


TYPICAL QUESTIONS ANSWERED 
IN DUPLICATION STUDY 


covering LIFE, Look, The Saturday Evening 
Post, Ladies’ Home Journal, This Week. 


1, Which pair of publications provides the larg- 
est net audience? Which the largest amount 
of duplication? 


. Does duplication increase as income in- 
creases? 


3, What combination of three publications will 
provide the largest net female audience? 


. How many different people are reached by 
using six issues of each of the five publi- 
cations? 

5. To what extent will adding a fifth publica- 


tion to a list of four increase the potential 
audience? 


». How many frequent and occasional readers 


are missed by using one publication instead 
of two? 


9 Rockefeller Plaza, New York 20, N. Y. 
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...have Sunday newspapers with larger circulations than the 


_ Minneapolis Sunday Tribune ...no:e thon 620,000 


in Minnesota, North and South Dakota, western Wisconsin 


Minneapolis Star and Tribune 


EVENING MORNING AND SUNDAY 


620,000 SUNDAY - 485,000 DAILY 


JOHN COWLES, President 
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COMMENT 


So Youngsters Can't Sell! 


The next time we are tempted to sound off about the lack of 
interest by the “new generation” in working—and in selling—let’s 
recall 23-year-old Charles A. Schnabel, Jr., who’s just been desig- 
nated by his company as the “champion direct salesman of the year.” 


Schnabel, a graduate student at the University of Texas, who 
has been selling Supra-Vite Special Food Supplement for the past 
year, caused a minor automobile accident on June 4. 


By the time the accident incident ended, a few hours later in a 
trafic court, Schnabel had: 


1. Settled the more than $100 damage claim for a six-months’ 
supply of his product, a vitamin mineral food supplement. 


Sold Supra-Vite to the traffic officer who investigated the acci- 
dent and took him to court. 


3. Sold a supply of the product to the judge in Mathis, Texas, 
before whom he was arraigned. 


+. Signed up the judge and his daughter as salesmen for the com- 
pany. 


The enterprising Texan, who lives in Austin, Tex., was nomi- 
nated as the “Champion direct salesman of the vear’’ by Nat Bei 
nard, president of Supra-Vite Sales International, Inc., New York 
City. 


“Charlie’s amazing performance is one of the finest examples | 
have ever heard of a direct salesman who believes in his product 
and sells whenever and wherever he comes in contact with people,” 
says Bernard. 


Son of one of the company’s top salesmen, Schnabel who is a 
graduate of the University of Texas, is now working on a master’s 
degree in bacteriology at the University. Although he had been 
planning to be a bacteriologist after graduation, his recent success 
in selling has made him think seriously of staying with Supra-Vite 
and building his own sales agency. 
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Good Will Toward Customers 


James Sinclair, minister of fisheries in the Canadian government 
and a member of the Canadian Parliament for 14 years, knows the 
value of the “you” in. selling. 

‘ 

Sinclair, in addressing the 32nd Annual Conference of the Na- 
tional Industrial Advertisers Association in Montreal, Quebec, put 
these questions to industrial advertising men: 


What do you do with vour best customer ? 


Do you antagonize him? Ignore him? = Irritate him?  Irritate 
him with pin pricks? 


Or do you cultivate his good will, shower him with the most 
helpful attention of which you are capable and try to make it possible 


SULY¥ -t,. 8064 
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GO BY TRAIN OR PLANE 
and get around in ‘‘your car”’ 


rented from NATIONAL 


CAR RENTAL SYSTEM 


For real relaxation, ride to 
your vacation spot... 
then drive ‘‘your car”’ to see 


> all the sights... go as you 


please ...do as you please. 
Your nearby NATIONAL 
member will gladly reserve 
a clean, new car for you 


\#”" to drive as your very own! 


, At the economical rates 
you can take as many as 
six people for one low 
price. Write for your 
NATIONAL Courtesy 
Card TODAY! 


CAR RENTAL OPERATORS: a few choice 
locations open for NCRS franchise, write: 


NATIONAL 


CAR RENTAL SYSTEM, INC. 


1209 WASHINGTON AVE., ST. LOUIS 3, MO 


American Weeki 


LOUISVILLE BELONGS 
ON ANY 
SUPPLEMENT SCHEDULE 


DID YOU KNOW ? 


The 303,238 circulation total of the 
Louisville Courier-Journal Magazine is 
greater than almost two-thirds of the 
33 This Week newspapers . + ranks 
above more than half of the 26 Ameri- 
can Weekly ‘newspapers... ranks 
above all but three of the total of 
38 Parade newspapers. 


Send for your free copy of a new 
factual study of newspaper supple- 
ments. Write to: Promotion Depart- 
ment, The Courier-Journal, Louisville 
2, Kentucky. 


* THE LOUISVILLE 
Conrier-Zonrnal 


SUNDAY MAGAZINE 
Sunday Courier-Journal Circulation 303,- 
238 « Member of The Locally-Edited 
Group e« Represented Nationally by The 
Branham Company. 
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Whos inthe Drivers Seat NOW? 


After the years of easy selling, we're now in a 
buyer's market .. . and the Purchasing Agent is 
firmly in the driver's seat. Today, the PA is respon- 
sible for choosing freely among many suppliers 
who are eager for his business . . . promoting the 
use of materials, designs, manufacturing methods 
and facilities that will help reduce his company’s 
costs .. . evaluating all requirements in terms of 
cost-saving potential and end-product value. 
‘ 


If you sell an industrial product... 


put PURCHASING power behind it! 


That’s why it’s good strategy to sell and re-sell the 


PA on your products, on your company. 


Advertising to the PA can help you do the job. 
So make sure PurcHAsING is on your company’s 
media list. PurcHAsiING Magazine is read regularly 
by the men responsible for 85% of industry's buy- 
ing ... gives you the largest available coverage of 


industrial purchasing executives. 


PURCHASING MAGAZINE 


205 East 42nd Street, New York 17, N. Y. 


The basic magazine on any industrial advertising schedule! 


PURCHASING 


A CONOVER -MAST PUBLICATI 
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: : > 
and natural for him to become a still larger buyer of your goods: 


“Today,” pointed out Sinclair, “Canada is the best customer of 
the United States — and the United States is our best customer .. . 
our trade is more than substantial; the total trade between Canada 
and the United States exceeds that between any other two countries. 


‘We are each other’s best customers. Last year the United States 
sold more than three billion dollars of goods to Canada, more than 
she sold to the countries of Western Europe combined, more than 
to all Latin American countries combined, and there were no cur- 
rency problems in sales to us because we paid in dollars, premium 
Canadian dollars.” (The U. S. dollar is worth only 98c in Canada. ) 


Last year, Sinclair pointed out, Canada sold some 60% of its 


exports — $2™% billions — to the U.S. 


Further: Canada’s imports from the U.S. are general manu- 
factured goods, with a high labor content, while Canada’s exports 
to the States are mainly raw materials or semi-manufactured goods 
with a relatively low labor content. 


In addition, Canada must export 25% of all its production while 
the U.S. consumes about 95% of its production, exporting the 
balance. 


Against this background of interdependence, Sinclair warns against 
the ripples that indicate, to Canadians, that the U.S. is toying with 
“protectionism” again. 


“We, in Canada,” said Sinclair, “are only too conscious of the 
limited role that this country of but 15 million people can play in 
improving trade relations between the countries of the free world. 
The task of active leadership in this field belongs to the industrial 
giant of the world, the United States.’’ 


Whether the U.S. goes back to “protectionism” of the 30’s will 
be determined largely by the ability of American sales executives 
to sell their goods at home and abroad, competitively, without a 
tariff umbrella, or a bigger one than they now enjoy. 


Ill-Mannered Americans 


Moke haste; the better foot before. 
—Shakespeare 


While we are on the subject of good commercial relations between 
Canadians and Americans, let’s say a few words about  boorish 
Americans who permit their bad manners to show while abroad. 


Most residents of the province of Quebec are French-speaking. 
Most of them know English but they read and think in French. 
They print their menus in French. In a restaurant in the City of 
Quebec we overhead one American lay down his menu and loudly 
say to the waiter, 


“Read this menu to me in English; I left my translator at home 
on this trip!” 


It probably never occurred to this American that the waiter, a 
menial hand to him, cou/d read and speak English and French. That 
American, and thousands of other Americans, would make many 
more friends if they truthfully said, 


“I’m sorry that I don’t understand your language. Now that I’m 
visiting in your country, | know I would enjoy it more if I could 
talk in your language.” 
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WHEN YOU<APPROACH 
THE POINT OF DECISION 


Decisions relating to advertising 
and marketing procedures are often 
based on information furnished by 
ACB Newspaper Research Services. 
Thus, the accuracy and promptness 
of these services is highly important. 

ACB checks more than $2 billion 
worth of space a year in the nation’s 
1,750 daily newspapers. The serv- 
ices it furnishes to more than 1,100 
merchandiser clients is maintained 
on a basis of better than 95% ac- 
curacy. 

This is a highly developed spe- 
cialty. Each ACB reader specializes 
on a specified group of papers and 
is thoroughly familiar with the re- 
tail stores and the brands they 
advertise. 

Special safeguards insure that 
every issue of every paper is read 
and triple-checked for accuracy. 
You can make decisions with con- 
fidence when they are based on ACB 
Newspaper Research. 

Send for ACB’s Catulog. 48 pages. 

Describes each of ACB’s 14 Research 

Services. Gives inany case histories; 
cost of service, or method of estimat- 
ing; complete direc\ory of dailies; 


U. S. Census of retail stores. It’s 
free! Ask for it today. 


ACB SERVICE OFFICES 


79 Madison Ave. * New York 16 
18 S. Michigan Ave. + Chicago 3 
20 South Third St. * Columbus 15 
161 Jefferson Ave. * Memphis 3 
51 First St. * San Francisco 5 


ADVERTISING. 
_ CHECKING BUREAU — 
a Inc. 


‘Sell this 
MILLION (plus) 
Car Market! 


@ Per capita sale of cars runs higher in the 8 Booth Michigan 
Newspaper Markets than in any other regional market in the 
world! Car registrations exceed a million . . . that’s more 


than Detroit! 


How are you doing in this big market? Car-wise . . . gas-wise 
.. . tire-wise? Are you getting your share of it? Wouldn’t you 
like to invest a few minutes of your time checking possibilities 


with a Booth man? 


A. H. Kuch, Sheldon B. Newman Brice MeQuillin 
CALL ae 110 E. 42nd Street 435 N. Michigan Ave 785 Market Street 
New York 17, N.Y, Chicago 11, \illinois San Francisco 3, California 
Oxford 7-1280 Superior 7-4680 Sutter 1-340] 


BOOTH Axcéspar Newspapers 


“YOUR MICHIGAN MARKET OUTSIDE DETROIT” 
GRAND RAPIDS PRESS e FLINT JOURNAL e KALAMAZOO GAZETTE ¢ SAGINAW NEWS 
JACKSON CITIZEN PATRIOT e MUSKEGON CHRONICLE e BAY CITY TIMES e ANN ARBOR NEWS 
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BUILDER 


‘sede tomar, 


Practica | 
\ Says an Alabama advertiser 
(name on request): ‘‘Our 
product is sold out four 
weeks in advance; and we 
attribute no small part of this 
happy situation to the 
advertising we have run in 


Practical Builder.’’ 


There’s an old truism that you get out of something 

what you put into it. Applied to Practical Builder 

the reverse is true. You get out of it what we put into tt. 
We put meat and meaning in every page. We help builders 
and contractors with their problems here-and-now. 


No canned copy; no slot-machine articles; no hammer-it-out- 


and-get-it-in routine. practical builder is fresh, vibrant, 
| 
: 

alive. It is geared and gaited to the industry it serves. 


Because it is edited by the men who own it. They 


put everything they’ve got into every page. That’s why 


you, Mr. Advertiser, get so much out of every page in... 


Advertising in CONSTRUCTION EQUIPMENT is profitable for the 
LEBUS ROTARY TOOL WORKS, INC., because it results in....... 


not only INQUIRIES, 
but SALES! 


LeBus Load Binders 


We can go along with the remarks made 

by many of your customers as to the response they have 

received from your readers. We have made several checks in 

this regard and find that nine out of ten inquiries received 
come from Construction Equipment. This, of course, is quite 
a record in itself; however, as a company we are more 

proud of the fact that many of these inquiries 

have turned into substantial sales. 


THE EQUIPMENT 
APPLICATION MAGAZINE 


A CONOVER-MAST PUBLICATION 
ona 
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Price Cutting Is Different Today 


There's nothing new about price-cutting. 


We had it long before Charles and William Ingersoll 
(watches) pioneered prior to World War I with legis- 
lation and a Fair Trade association designed to curb the 
use of famous brands as “bait” merchandise. . . . We 
had it after Fair Trade was killed by the Supreme Court 

. and we have it today when we have “enabling legis- 
lation’ passed by Congress and approved by the Supreme 


Court. 
But it is price-cutting with a difference. 


Years ago it was only a few brands which were in- 
volved, and relatively few retailers. The brands, in the 
main, were low-priced items — drug specialties, dollar 
watches, books, for example. . . . It was before the day 
when any consumer would dare to take a chance on 
buying a new automobile from any merchant except a 
franchised dealer. It was before there were high-priced 
electrical appliances and electronic devices. Bootleggers 
sold only liquor. 


And it was before the consumer had such widespread 
faith in nationally advertised brands. 


The reta‘’er played a bigger part in the transaction. 
He was nv ipprove the brand by stocking it; he 
had to de. it. Maybe it wouldn’t work, and he 
was lookeu un for service, and delivery and credit. 


Today the consumer knows many brands and many 
manufacturers. All reliable. All guaranteeing their 
products. Through past experience or through observa- 
tion in friends’ homes, the consumer knows how they 
operate, knows that for a period of many months, perhaps 
years, servicing is unlikely to be a headache. 


That’s where the discount house —— and other price- 
slashing retailers or pseudo-wholesalers — come in. They 
have the merchandise. They don’t (most of them) offer 
service, delivery or credit. They don’t have to offer these 
services because the price concession is so great that the 
average consumer says, “With that much cash saving I 
can take a chance on finding a repair man if something 
goes wrong.” 


TAKE BUCHSBAUM, FOR EXAMPLE 


What regular merchants are up against is illustrated 
from the “‘flier” which S. Buchsbaum & Co., 1737 South 
Michigan Avenue, Chicago, sent to prospects last month. 
Prospects are invited to “come in, mail or phone your 
orders.” Chicago readers will know that 1737 S. Michi- 
gan is hardly in the center of the best shopping district. 


Here are sample bargains: 
Retail Your Cost 


Heritage 50 ct. center diamond 

ring $448.00 $224.00 
Remington-Rand 60 deluxe shaver 29.50 19.17 
Ronson “Decanter” table lighter 14.00 8.40 
Craftsman “Citation” billfold, 

cowhide 5.00 2.50 
Benrus “Barracuda” watch 55.00 33.00 
Alvin Sterling, 6 pes. 

“Chateau Rose” 32.75 15.56 
Dormeyer “Fri-Well” 29.50 19.43 
Broil-Quik rotisserie 41.95 28.00 
G-E automatic travel iron 12.50 9.84 
Thermos outing kit 13.95 9.30 
Skotch Kooler, large 7.95 5.17 
Wilson golf balls, “Hol-Hi,” doz. 13.00 9.30 
Shakespeare spinning reel 23.50 15.86 
Ansco “Readyflash” outfit 13.45 10.63 
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A boxed announcement on the ‘“‘flier’’ calls attention 
to the fact that “upon receipt of your order, your name 
is automatically placed on our mailing list to receive our 
large, colorful gift book No. 67 — almost 500 pages of 
finest quality, famous brand merchandise. The fall 
edition is limited.” 


There is no direct statement to the effect that the 
Buchsbaum prices to the public are lower than the whole- 
sale cost to retailers, but alongside the order blank is a 
form called “Retailer’s Exemption Certificate” with four 
lines to be filled in by a retailer who, if he did fill in 
the form, would be attesting that: 


“The undersigned purchaser certifies that all taxable 
merchandise purchased from S. Buchsbaum & Co. is for 
resale and will be reported by the undersigned in returns 
filed with the local Director of Internal Revenue.” 


Misleading? Score it any way you wish from the back- 
ground of your experience and observation — but isn’t 
it likely to influence a substantial number of consumers 
into believing that they are getting a real wholesale price? 


What the discounters do on prices isn’t illegal, except 
where Fair Trade is involved. The Association of Better 
Business Bureaus says in a recent bulletin, “We are not 
concerned with the price at which any merchandise is 
sold, but are concerned with whether the advertising is 
accurate and whether the merchandise is available in 
quantities to satisfy any reasonable demand _ resulting 
from the advertising and, also, whether the merchandise 
is honestly and freely sold to the public.” 
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ECONOMICS ARE WITH DISCOUNTER 


Without service, without credit, with (generally) 
lower rents, with no delivery, the type of store called 
the discount house can afford to sell at a lower price, and 
usually does. Take delivery alone. For many months a 
delivery strike has been in effect in Pittsburgh. One 
merchant told The Wall Street Journal that his pre- 
strike delivery costs amounted to 4.4% of sales. Perhaps 
that’s a bit high, but when you add up the probable cost 
of the several services not performed by the discount 
house, it mounts up to a figure which means this: Either 
such a store should be compelled, by law if necessary, to 
sell at a lower price or it should be prevented (by manu- 
facturers and their distributors) from securing stocks 
of the established brands on which its existence is built. 


That’s where you come in, Mr. Manufacturer. 


We emphasize established brands because such a store 

is not a good outlet for new items. Manufacturers who 
are debating the problem of selling the discount houses 
or not selling them should think this point over. As 
William Burston of the N.R.D.G.A. puts it, “Only the 
legitimate retailer can put over a new item. Only the 
legitimate retailer has the reputation, the integrity, the 
standing in the community to say, ‘Madam, we think 
this is wonderful. It does this and it does this. Do try it. 
But of course if it doesn’t please you, you know you 
may return it’.” 
As we point out in our “Adventures in Shopping—the 
Discount Houses,”’ page 42, this issue, the drain by price 
cutters from “legitimate” retailers is more real than is 
apparent (to those who find it easier to look the other 
way). 


The price-slashing comes from ground store fronts in 
retail areas, from above-street-level stores and offices, 
from premium houses and pseudo-wholesalers using the 
mails, from companies willing to pass on the benefits of 
their purchasing power to employers. No wonder regular 
retailers are sick. 


Down in Washington, D. C., Brinson’s Furniture and 
Decorating Company writes to the V.F.W. and American 
Legion telling members “15% to 40% discount from 
established retail prices, group buying power” .. . and, 
“Just a reminder, have you shared in the over one-half 
million dollars, $500,000 in discounts, that we have 
given to the V.F.W. and American Legion members in 
Washington ?” 


If you have shopped the discount houses or if you have 
studied the circulars and catalogs, you will see that 
today’s price cutting is nothing like that in pre-war days. 
Then the make-a-fast-buck retailer would single out one 
or more nationally advertised items as bait. His real 
intent was to suck the customer in so that he could sell 
some unknown or private label items. 


Today, nearly everything displayed and/or sold by 
price cutters is “name” merchandise, in the manufac- 
turer's unbroken carton, with the same manufacturer’s 
warranty as offered by Marshall Field or Hudson or 
Lord and Taylor. 


Some dealers and many consumers are puzzled by ap- 
parent contradictions in the Fair Trade policies of a 
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HAMPTON Soo $3362 
on this Westinghouse Frost-Free’ 


REFRIGERATOR 
wes $36995 


NOW ONLY 


‘286* 


= ew om 89 8s ween 
a me ee me 


100% Automatic Defresting 


MO DEFROSTING © 6 Fe 


MO DUFROSTING = 6 eeone 
HO MESSY DEFROST WATER. 4x 


+ Clam Prowsee em ines 


+ Lnctonve Perented Moot Keeper” 
© Berrer Keeper 
© Ree Our Shon 
—_ ~o 
+ Bay Vegermbte Memed ewe: 


+ Dhetves-in-The Door — 


— 2 Be Madern .. . Live Snerteatly | 


vou can se SURE.. w ws Westinghouse 
HAMPTON 


106 EAST 28th STREET, NEW YORK CITY 


No Great Bargain at this Price 


This is a June, 1954 circular, but it describes a 1953 
Westinghouse model. The 22.6% reduction from list 
would not satisfy the experienced discount buyer—even 
if it were a 1954 model—but might serve as the beginning 
point for bargaining. 

On the reverse side of this circular, old-established 
Hampton (one of the stores shopped in the “Adventure” 
series, page 42), lists 13 makers of air conditioning 
equipment for whom they are “authorized distributors,” 
and offers nearly a score of good brand-name items at 
“bargain” prices. However, there is no mention of 
the list price of products bearing such proud names as 
Hamilton Beach, Columbia, Ansco, Hoover, Spalding, 
Wilson, Landers Frary & Clark etc. With only “our 
price $15.79” mentioned for a Universal percolator, 8 cup 
fully automatic, many a prospect will go to Macy’s or 
Altman’s—not to buy but to find the correct list price 
and learn whether Hampton is offering a real saving. 


number of manufacturers. It is not uncommon in the 
appliance field, for example, to Fair Trade small appli- 
ances, but only to “suggest” list prices on big items such 
as refrigerators and stoves. It’s almost as if they were 
saying, ‘““Maybe it’s not too late to protect the little 
fellow and the ‘regular’ retailers on toasters and irons, 
but they’re out as seller: of the big-ticket items. We 
won't even try to maintain prices on them.” 


The basic problem is clear, and the manufacturers of 
America must make the hard decision — in which camp 
are they going to make their home? They can no longer 
play both ends against the middle. If they play with the 
price-maintaining retailers and do a strict policing job 
their brands will not be pushed by the discounters; if 
they play with the discounters how can they expect any 
cooperation from the so-called “legitimate” retailers? 


Count yourself lucky if your brand isn’t one of today’s 
price footballs. But your turn may be coming up to- 
morrow — the way things are going. 


PHILIP SALISBURY 
Editor 
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These hands tell an important sales story—of an inyuiry that was followed wp with sales literature, and led to an order. 


422% more orders from your sales calls... 


when advertising gets your literature there first 


Impossible? It takes only a minute to read the whole story. 
According to a national survey by the Sales Executives Club 
of New York, salesmen selling to the industrial market aver- 
age only 9 orders per 100 cold calls . . . but this average jumps 
to 38 orders per 100 calls when the prospect has received and 
studied the company’s catalog or similar sales literature. 
Consider what this means to your company’s sales. If your 
advertising succeeds in drawing inquiries, and if you follow 
up those inquiries, your salesman’s chances of getting an 
order when he makes his call go up 422%! 

Here’s one of many good reasons why more and more adver- 
tisers who sell to the aviation market are turning to Aviation 
Age. For Aviation Age consistently develops more inquiries 
for its advertisers than all other aviation magazines combined! 
Average number—7,500 inquiries per month. 


And these are worth-while inquiries, because Aviation Age’s 
readers are the technical management men throughout avia- 
tion who buy or influence buying. 

Want to know more? Just drop us a line. We’ll be glad of 
the chance to follow up your inquiry with sales literature, 
and a call from one of our representatives. 


The magazine of 
Aviation’s Technical Management 
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HER STORY WILL QUICKEN YOUR HEART- “you” attitude in selling, on sympathy, understand- 
BEAT: Mary Shepherd (r) in the autumn of her ing, encouragement. And she didn’t start to sell 
life, has built a triumphant sales success on the until she was 65! 


“lf You Would Sell, Serve!” 


So says 84-year-old Mary Shepherd, Avon Products’ other women, Mrs. Shepherd worked 
i aes £5 ‘ without benefit of local city, district 
glamor girl" city sales manager in Ft. Worth... a star or area sales managers. In April, 
. a . . 1936, Fr. Worth’s sales figures 
saleswoman in her own right, an effective trainer and brought Avon's divisional sales man- 
d l f h r £ di } Hi ager from Kansas City to see what 
eveloper of women who make careers 0 irecr seiing. was going on. Had Mrs. Shepherd 
violated company policy and opened 

an Avon cosmetics retail store? 

BY MARY K. PIRIE He found that the startling sales 
increase had been achieved the Avon 
way: by housewives going from home 
to home. The company immediately 

One of Avon’s most successful city gins just anywhere you choose to appointed Mrs. Shepherd city sales 
sales managers is a woman almost 84 pick it up!’’) manager, and soon afterwards put 
years old—Mrs. Mary E. Shepherd Though Avon Products, Inc., New the territorial plan in operation all 
of Ft. Worth, Tex. Now white- York City, was organized in 1886, over the United States. By the end of 
haired but still full of youth’s drive its territorial plan of operation was 1936, Ft. Worth showed at a $16,- 
and vigor, she began to sell at the age not in effect when Mrs. Shepherd 000 sales increase over the _pre- 
of 65, four months—to support an made her first sales calls in August, vious year. 
invalid husband. (‘Life begins at 1935. As a Ft. Worth Avon represen- Now. Mary Shepherd _ selects, 
40?” she scoffs. “Nonsense! Life be- tative, later as supervisor of several guides and inspires 215 housewife 
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sales representatives. The past 15 
years her volume of work has required 
an assistant, housewife Mrs. Ethel 
Record. Ft. Worth’s sales figures 
continue to climb from year to year. 

From homemakers whom Mrs. 
Shepherd inspired to sell, Avon has 
picked 48 city, district and area sales 
managers. Avon’s best and second- 
best sales records for 1953, in New 
Orleans and Houston respectively, 
were made by Shepherd “graduates.” 

And in Ft. Worth an erect, snowy- 
haired great-grandmother goes on re- 
cruiting, inspiring, counseling .. . 

“IT begin with the representative’s 
family,” she says. “I never ‘let a 
woman start selling Avon without 
her husband’s consent. If he’s uwill- 
ing, often I have her bring him to see 
me. After he gets a glimpse of our 
nice offices and hears how Avon oper- 
ates, usually he says something like, 
‘Why, this is a good proposition and 
a first-class company!’ He readily 
agrees to his wife becoming our rep- 
resentative. 

“Then I tell the woman: ‘Next 
step is to reorganize your household. 
Tonight, call a family council and 
put it up to the children that if 
Mommy sells Avon, she'll be able to 
do much more for them—give them 
money for things at school, buy a 


TV set or something else they want. 
Ask whether they'll take over part 
of Mommy’s duties so she can get 
out with Avon. 


‘ 


Briefing for Newcomers 


“*And tell them that as soon as 
you start making sales, you'll give 
each child a small weekly salary for 
chores. Then discuss with each boy 
or girl exactly what jobs he or she 
will handle.” Always during my first 
interview with the woman I find out 
how many children she has, and their 
ages.” 

To the new representative Mrs. 
Shepherd points out that by selling 
Avon on 40% commission, her time 
soon should be worth $1 to $3 an 
hour — and suggests that she save 
golden minutes formerly _ fritted 
away. 

Mrs, Shepherd’s housewives make 
from eight to 10 sales calls daily. 
But she urges each woman to be 
home before her children come from 
school. “It’s the most awful feeling 
for a child to come home and not 
find Mommy! And without after- 
school supervision the child’s likely 
to get out from under her discipline 
and into mischief—first thing you 
know Mommy will have to give up 
selling. ; 

“T advise our women to make calls 
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from 9 a.m. to 2:30 p.m., as many 


days a week as they can manage with- 
out neglecting their homes. How- 
ever, I don’t emphasize, primarily, 
hours spent or sales made; instead, 
I urge Avon representatives to set a 
goal of a certain number of sales 
calls. The law of averages will work 
for them if they make enough calls, 
and if we’ve inspired them right.” 

Before she starts selling, a woman 
must “qualify” with Mrs. Shepherd. 
This involves frank personal coun- 
seling. “I often have a 35- or 38- 
year-old woman come in with a 
schoolgirl mane of hair flowing down 
to her waist—and tell me she wants 
to sell Avon! I point out that in Avon 
cosmetics she’ll be offering her cus- 
tomer style and beauty. She herself 
must look the part by cutting her 
hair and arranging it neatly.” 

The first of two Avon color films 
shows good grooming and attractive, 
business-like dressing for the repre- 
sentative. Avon’s ‘Guide to Suc- 
part of the representative’s 
portfolio, counsels her on appearance. 

Most of Mrs. Shepherd’s appli- 
cants come from Avon _ classified 
newspaper advertisements; others 
hear about Avon from _representa- 
tives. During the long, friendly 


cess,” 


“qualifying” interview, Mrs. Shep-. 


herd finds out many things about the 
applicant’s home life and_ financial 
circumstances, and about the woman 
herself. Having spent most of her 
84 years in Ft. Worth, this sales 
manager knows practically every 
block. “So you live in the 2700 block 
on Blank Street?” she asks inter- 
estedly. “Why, you’re right across 
from the Blank Church! Do you hap- 
pen to attend there?” The answer 
gives her the applicant’s church affli- 
ation, if any. By similar questions she 
finds, out what clubs the woman be- 
longs; to, whether she’s in PTA, how 
well-acquainted she is in her neigh- 
borhood, etc. 

Such points are important: Avon 
always agrees with the representative 
on a territory in her own neighbor- 
hood if one is open. 

Mrs. Shepherd estimates the seri- 


ousness of the applicant’s desire to 
sell, tells her that this work demands 
one’s best efforts and should not be 
undertaken lightly. At this point, and 
later, Sales Manager Shepherd often 
uses her own special “incentive plan.” 
“T ask the woman, ‘Do you and 
your husband own your home? 
No? Want me to help you buy one?’ 
“Of course she says yes. Then I 
tell her to cut from a home-decorat- 
ing magazine a pictured home she 
particularly likes, and to paste this 
on her mirror where she'll see it 
several times a day—and always be- 
fore she goes out to sell Avon. 
“ ‘Remember that’s what 
working toward!’ I urge. ‘Keep learn- 
ing how best to introduce and demon- 
strate Avon cosmetics—keep coming 
to sales meetings—keep making calls 
and pretty soon you'll have the down 


payment on your home’ !” 


vou re 


What Feeds Ambition? 


Mrs. Shepherd’s housewives have 
bought homes, new cars, new retri- 
gerators and dishwashing machines, 
using pictures of their hearts’ desires 
for selling inspiration. One woman 
pasted up a picture of the college she 
wanted her daughter to attend: the 
girl was graduated from there, An- 
other Ft. Worth representative, a 
widow, sent three daughters to col- 
lege on her Avon commissions. 

Mrs. Shepherd traces a definite 
connection between today’s high liv- 
ing cost and high divorce rate, says 
that housewives’ Avon earnings, bs 
reducing money friction, often have 
helped to hold homes together. ““And 
after a women begins representing 
Avon she looks prettier and better- 
groomed—is better competition foi 
the glamour girls her husband sees 
ail day! Many husbands have become 
much more attentive.” 

After “qualifying” with the sales 
manager, a Ft. Worth applicant goes 
to Mrs. Record for further explana- 
tion of Avon’s operation. She obtains 
a sales portfolio containing catalog, 

(Continued on p. 85) 


The Biggest Grows Bigger 


Sales of Avon Products, Inc. in 1953 were $47,033,052, an increase 
of 15% over the 1952 record. “We believe that Avon continues to be 
the largest manufacturer,” says Avon in its 1953 annual report, “of a 
widely diversified line of cosmetics and toiletries as well as the largest 
distributor of these products employing direct-to-the-home methods.” 


Avon’s sales in 1935, the year in which Mrs. Mary E. Shepherd was 
appointed a sales representative in Fort Worth, Tex., were $3,047,555. 
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AMF Finds Things Run in Threes: 
New Building, New Job, New Man 


For more than 50 years a bellwether 
among industrials, American Machine & 
Foundry Co. has been successfully di- 
versifying: Today the company makes 
everything from pretzel bending ma- 
chines to bicycles, from direct-fired 
ovens to radar antennae systems. It is 
also the world’s largest manufacturer 
of tobacco machinery, boasts 22 plants 
and more than 11,000 employes. To 
co-ordinate the planning, organizing, .in- 
tegrating and controlling of all market- 
ing functions for the company and its 
subsidiaries, AMF has created a new job 
—y-p in charge of marketing. To fill it 
a 34-year-old believer-in-teamwork, the 
former v-p of Bulova Watch Co., as 
well as president and director of the 
highly technical Bulova Research and 
Development Laboratories, Inc., has 
been brought into the company. He’s 
Edward H. Weitzen, an unassuming 
earth-shaker who has made a brilliant 
success of everything from college to 
career. At CCNY he was president of 
his senior class, won a varsity letter in 
boxing, was graduated with honors. His 
war honors include the French Legion 
of Honor, Bronze Star with two Oak 
Leaf Clusters, Croix de Guerre. By the 
time he was 30 he was holding down his 
two big Bulova jobs. He and the com- 
pany moved into AMF’s new Madison 
Avenue building together. 
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The Driver Who Ended 
In a Different Sort of Seat 


A. N. Brion’s association with the bus industry began 
when he worked as a driver for the Glacier Park Trans- 
portation Co. during the summer season. That was in the 
20's. Look at him now: He’s the new v-p in charge of 
sales for Greyhound Corp. Brion says that vacation work 
proved so interesting that in the Fall of ’23 he moved to 
Minneapolis to become a driver for a company which was 
later absorbed by Northland Greyhound. Four years later 
he became Greyhound’s first passenger agent, then general 
passenger agent. He assisted in the organization of Capitol 
Greyhound, Dixie Greyhound and Florida Greyhound. 
After a flock of other sales jobs with the corporation he 
launched the promotion of Greyhound’s foreign business. 
To do it he traveled throughout Europve (on buses, natu- 
rally) to set up foreign sales agencies. Until now, he’s 
been president of New England Greyhound Lines. 


He Remembers The Date: 
It All Started Then... 


Ask Karl Mowry Mann, newly-elected chairman of the 
Associated Business Publications, when he came to New 
York and he fires back, ‘August 12, 1912.” The tall, 
striking president of the business magazine firm of Case- 
Shepperd-Mann Publishing Corp. has reason to remember 
the date. He began his career in the business paper field 
then. After a year’s graduate work at the University of 
Wisconsin, he served as business manager of Journal of 
Geography, then came to New York for a job on Jron Age. 
Later, after he had served in World War I, he left the 
publication to take over the advertising managership of a 
smaller magazine, Fire and Water Engineering. With two 
fellow employes he bought the publication (which dated 
back to 1877) and in 1925 the present firm was born. 


Today this corporation publishes four business magazines. 


An Outstanding Award 
Goes To Two Outstanding Men 


The Charles Coolidge Parlin Memorial Award of the 
American Marketing Association generally goes to an out- 
standing marketing or research man: This year the award— 
one of the highest honors in the research profession—went to 
two men: Wroe Alderson (r.) the widely-known senior 
partner in the Philadelphia firm of Alderson & Sessions, and 
Donald C. Hobart (1.) v-p and director of research for ‘The 
Curtis Publishing Co. Alderson (who has published market- 
ing books under the sponsorship of American Marketing 
Association) began his career in marketing in the U. S. De- 
partment of Commerce under Herbert Hoover, then the 
Department’s Secretary. He later worked for Curtis, too. 
‘Ten years ago he set up his own research and consulting 
organization. . . . Hobart directs one of the largest research 
groups in the publishing industry. It was originally set up 
by the same Parlin whose Memorial Award Hobart has won. 
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Listen to What We Say to Salesmen! 


Too much wind, too much insincerity, too much "blue sky" 
in our written and spoken communications with the sales 
force? Small wonder men grow discouraged and cynical. 


BY EUGENE WHITMORE 


\ prominent psychologist 
“Show me what a man reads—what 
he puts into his brain—and I will 
tell you what type of man he is.” 

If this is possible, isn’t it equally 
possible that what we tell our sales- 
men in meetings, letters, bulletins, 
company magazines, company news- 
papers, will eventually determine 
what type of salesmen we have? 

What are we putting into our 
salesmen’s brains? Let’s “look at the 
record.” 

From an analysis of several 
hundred sales communications of all 
types here are some of the commonest 
types of communications to salesmen. 


says, 


1. "Get In There And Pitch" 


Communications 


Perhaps I have attended a thousand 
sales meetings, read half a million 
sales messages. From this work comes 
a distinct memory of the high school 
cheer leader, the old time camp meet- 
ing revival, the “die for dear old 
Siwash,” frenzy. Borrowed by the 
unskillful sales manager the “get in 
there and bleed,” sales messages 
leave our best salesmen cold as a 
well digger’s posterior. 

Even when they are fairly well 
done, these messages add nothing to 
the salesmen’s knowledge, skill or 
ability to serve a customer. They may 
fill him with dreams of “smashing 
success,” false visions of “tremendous 
earnings,’ or other fanciful hopes, 
but they add little to his store of in- 
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formation which may aid him in as- 
sisting a customer to buy. 

The all-too-familiar “Start each 
morring with a. determined smile, 
the will to conquer, to rise above 
difficulty Determine to win— 
think success, breathe confidence, plan 
your work, work your plan,”— you 
know the routine. There’s a foot- 
high stack of it on my desk as I 
write. | wonder if it appeals to the 
man we want to retain in selling to- 
day? 

Here’s a paragraph gleaned from 
another type of sales message. It’s 
short, practical and_ informative. 
“Several of our salesmen have been 
successful in selling our lower- 
price models to banks for use on 
customer counters. Depositors who 
make up deposit slips at the bank, 
or who want to verify previously 
added slips, find these machines help- 
ful.” Following this news item is a 
lists of banks that buy the machines, 
and further data about the idea. No 
“get in there and piten,” frenzy here‘ 
—just information. 


2. The "Make Big Money" Adver- 


tisement 


In thousands of cases a salesman’s 
first message from his future employer 
is an advertisement in the “Salesmen 
Wanted” columns. “Hard hitting 
young salesman to earn $15,000 
yearly” is typical of one type of mes- 
sage. “Join our fast-stepping organi- 


zation. Earnings average $12,000 to 
$18,000 yearly.” “Our top man 
earned $1,467.89 last month.” 

Even if this type of advertising is 
true, and some of it is, it puts the 
emphasis in the wrong place. Nor 
does it tell the men that these earn- 
ings are possible only after long ex- 
perience. Imagine advertising for an 
attorney in this same vein—‘‘Hard 
hitting young attorney, earn $18,000 
yearly.” Or, “Wanted, fast stepping 
doctor to join clinic—right man ca 
earn $30,000 a year.” 

More facts and less exaggeration 
about unusual earnings might go a 
long way toward attracting higher- 
caliber men to selling. 


3. "Get The Order Or Else"’ Com- 


munications 


We are all familiar with the “To 
hell with the details, did you get 
the order?” sales manager. Obviously 
a salesman must get orders to suc- 
ceed, but what goes on before he 
gets the order? That’s what most 
salesmen want to know. 

Before me is a sales communication 
to a member of an important sales 
force. Here are some of the headlines. 
“Jackson Lands $1,300 Deal.” 
“Boatwright Licks. Rival to Close 
$972 Order.” “Harvey Earns $783 
Commission.”” How these men sold 
these orders is not told. The fact that 
the sales were closed is all the infor- 
mation included. Here again we find 
the eternal emphasis on money, on 
commissions, on immediate orders, on 
getting the order. 

How did Jackson land his $1,300 
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deal? What did Boatwright do to 
lick his competitor? These pertinent 
facts are omitted. 

Last summer I was called on to 
talk to a group of cattle feed sales- 
men. In preparing my talk I asked 
the sales manager to tell me some- 
thing about his best men. He picked 
out a man, high up on the list. “He 
knows every cow in his territory by 
her first name,” the sales manager 
told me. As we both grinned he went 
on to explain that his best salesmen 
all knew the herds whose owners 
were buying feed. They know, he 
said, what each herd is producing, 
the facts about the best bulls, what 
the calves and steers are bringing, 
how fast they gain weight, what 
grazing is available, and what feed 
supplements get results. 

Yet in this man’s messages to sales- 
men—lI studied a year’s file of them 
—three fourths of all the articles 
were different variations of, “You 
must get the order.” There was al- 
most nothing about what the salesman 
needs to know concerning the results 
from feeding his product. 

In all messages and communica- 
tions to salesmen the most skillful 
sales executives emphasize what a 
salesmen must do before he gets the 
order. Yet some sales managers seem 
able only to heckle the salesmen to 
“get the order.” The salesman wants 
the order as much as we do, but if 
he is in trouble and needs any com- 
munications he needs to know “how” 
to get it, not that he must get it. 


4. "Make More Calls" Message 


A favorite topic for all types of 
sales communications is the “step out 
and see ’em,” or “make more calls” 
message. ‘“You gotta see ’em to sell 
*em,” slogan never seems to die. It 
is favored by many speakers at sales 
meetings, by writers of sales bulletins, 
and is a favorite of the clerk who 
writes “Our President’s Own Mes- 
sage,” which usually appears over the 
president’s signature cut in a leading 
position in each week’s sales letter. 

The superstition that the sales- 
man who makes the most calls sells 
the biggest volume dies hard. It may 
have been true when most salesmen 
sold standard staples such as bacon, 
lard, beans, calico, snuff, pickles, 
coffee and shirts. But today when so 
many salesmen sell complicated elec- 
tronic devices, air conditioning, giant 
earth-moving machines, engineering 
marvels—preparation, not number of 
calls, is what counts most. Also, the 
salesman who used to sell to the 
corner grocery store now sells to an 
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astute buyer for a thousand stores, 
who leans upon a staff of researchers 
and economists to help him buy cor- 
rectly. 

Modern selling is often skillful 
negotiation, with none of the hurry- 
up “whatcha-need today?” peddling 
of yesteryear. With the exception of 
certain every-day staples, where 
orders are small and the salesman 
calls every week or in some cases 
every day, the number of calls ranks 


second to the quality of calls. Yet 
a stack of salesmen’s communications 
reveals that many sales managers 
seem to think that calls are the chief 
aim in life for their salesmen. “If 
we can get em to make enough calls 
the business will be sure to come,” 
seems to be the belief (and I have 
heard it stated many times) of many 
sales executives. What the salesman 
does before the call, what he does 
while calling, is overlooked entirely. 

A salesman who has been selling 
me office supplies recently turned in 
his resignation because his boss in- 
sisted on 20 calls a day. The salesman 
had learned that his chief rival sold 
six times as much as he did in 1953 
with an average of five calls a day. 
His rival’s calls were productive. He 
took time enough to smoke out the 
bigger orders and to serve the cus- 
tomer. 

If making calls is all there is to 
selling, why not hire a messenger boy 
to go around and pick up the waiting 
orders? The idea that selling is a 
matter of making calls is much more 
prevalent than the facts warrant. 


5. The "Win A Prize" 
Communications 


Contest 


Every sales manager knows that 
many of America’s great companies 
built sales by generous use of sales 
contests. The urge to be top man, to 
Win a prize, to compete with a rival 
—all these are basic in the make-up of 
red-blooded men. But in some organi- 
zations the inept messages about con- 


tests are the only materials that sales- 
men receive from the home office. 
Lurid posters, giant score-boards, 
sizzling telegrams, and other breath- 
less exhortations to step ahead in 
“Our President’s Month Contests,” 
baseball contests, football contests, 
sales derbies, order handicaps and 
new customer sweepstakes, clutter the 
salesman’s mail. 

The agency director of one of the 
fastest growing life insurance com- 
panies abandoned contests because he 
believes they rob salesmen of the thing 
they are selling—peace of mind. He 
believes that insurance brings peace 
of mind to the buyer, and that to 
sell it the salesman must have peace 
of mind himself. But if he is con- 
stantly prodded with frantic com- 
munications to win a contest peace of 
mind is not likely. 

My own observation is that sales 
managers who complain bitterly about 
high turnover rates are the ones who 
employ the breathless type of sales 
contest message. It seems fair to ask, 
“Can we expect men to build a life 
career on the hopes of winning a set 
of golf clubs, a straw hat or a wrist 
watch every so often?” Sales careers 
need a sounder, more stable founda- 
tion. 


This doesn’t mean that all contests 
are bad. Every salesman, every sales 
executive, needs motivation. Con- 
tests can help to supply motivation 
by adding an extra incentive. But the 
new man—and the low man— 
shouldn’t be asked to compete for 
volume with the older, experienced 
man, whose territory potentials 
usually are much larger. On the other 
hand, contests can. be devised where 
the salesman competes with himself, 
and is given added incentives to give 
a superior performance. The End 
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NO. 2 IN A SERIES 


Adventures in Shopping— 
The Discount Houses 


BY THE SALES MANAGEMENT STAFF 


Price-slashing on nationally advertised brands isn't confined 
to stores called ‘discount houses." They've started a conflagra- 
tion which is spreading to other stores which must meet their 
prices or perish. Read what is happening to the price schedule 


on such brands as: 


Gasinators 


G-E Cleaners, Irons 
Lewyt Cleaners 

Nesco Fryrytes 

Ronson Lighters 

Sealy Mattresses 
Shakespeare Wonderods 
Sheaffer Pens 


The term “discount house” is not 
truly indicative of the boundaries of 
the price war that is being waged in 
retailing today. 

Recently we askvd a newspape: 

advertising director in an eastern city 
to give us a list of the important dis- 
‘ount houses in his city. He named 7. 
The following day he amended his 
statement, saying, “Technically, I 
guess only 1 of them is a discount 
house. The others would have to be 
lassified as hardware, appliance or 
tire retailers which all handle and 
advertise a lot of merchandise at bar- 
gain prices. . . . They do not offer 
items at lower prices than many other 
dealers throughout the city.” 

So it goes in city after city. If 
someone says, “Oh, we don’t have 
any discount houses here,” he may 
be right in a literal sense, but in all 
probability there is plenty of selling 
below list, and disregard of Fair 
Trade minimums, by many stores in 
many retail categories. 

There are “chronic” price-cutters 
among long-established retailers in 
various lines; there are legitimate re- 
tailers who slash prices in desperation, 
being driven to it by competition; 
there are premium plans; there are 
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Skotch Koolers 


Telechron Clocks 

Timex Watches 

Union Hardware Skates 
Universal Percolators 
West Bend Percolators 
Westinghouse Dishwashers 


—and many others 


pseudo-wholesalers; there are ‘‘club 
plans’ for and/or by employes in 
large plants, for labor unions, fra- 
ternal groups, veterans’ organizations, 

All these, and the discount 
houses, too, add up to the same kind 
of fear in established retail circles 
that the proprietor of the old corne: 
grocery felt when the big cash-and- 
carry super market opened a_ block 
away. 

More and more consumers are be- 
coming price conscious on advertised 
brands. They are learning to be wary 
of the list price; not far away, they 
feel sure they'll find a store that will 
give them something off, such as in 


the stores shopped in the following 
eports.” 

This doesn’t mean that Fair Trade 
is ineffective—when it is policed vig- 
orously. The makers of Sheaffer pens 
and Detecto scales, just to cite two 
militant enemies of pric?-cutting, are 
spending lavishly of time and money 
to make their Fair Trade contracts 
operative. The fact that their prod- 
ucts may be obtained in some stores 
it cut prices is no reflection on their 
valiant efforts. 

*See June 15 issue, page 42, for the first 
installment of shopping reports. See also 
page 33 this issue for additional comment 
on the problem raised by the rash of price- 
cutting. . . . Report #3 coming July 15. 


6. "How Much Off Over the 40° ?"' 


Court Cut Rate, 76 Court Street, Brooklyn, N.Y. 


This was a cut-rate cigar and cos- 
metic operation. It has graduated 
into handling traffic appliances, elec- 
tric fans and other nationally-adver- 
tised sundries such as watches, clocks 
and fountain pens. With windows 


loaded to the ceiling with “Reduced” 
price tickets, it occupies a corner store 
in the Boro Hall section with large 
office buildings and city and county 
departments a block or so away. 
Inside, and smack up in front was 
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a big glass show case of Timex 
watches, successors to the Ingersoll 
line—long a doughty and successful 
foe of the price-cutter. The case 
would be an asset to a Tiffany jewel- 
er, with its moving mechanism that 
alternately dipped one watch into a 
half-empty glass of dirty water, while 
another watch on the other end of the 
see-saw was being “dropped” on a 
simulated anvil. 

The shoppers studied a crude cut 
price list that covered up almost one- 
third of the front glass, listing the 
$6.95 model to sell for $5.95, a cut 
of almost 15% that ran right through 
the whole list. 

Ronson lighters also had a fine 
front and center display—the kind 
that salesmen brag about, with a full 
line of pocket and table models, but 
with a big cardboard sign announcing 
a cut of 40 across the board. And 
there was a Sheaffer set tagged for 
both pen and pencil at $12.50 that 
anyone could have for $9.95 and save 
himself $2.55. A dealer-made sign 
said “Snorkel,” but the tag on the 
set read “‘Admiral.”’ I asked to ex- 
amine the pen. It was a ‘Snorkel.’ 

Posing as one who had been com- 
missioned to purchase “‘some presents 
for a family wedding,” I asked for 
and received a card on which to list 
my “prospective purchases.” They 
included the items below: 


Cut 
Price 


$19.75 


Item List 
Universal Golden Jubilee $29.75 
Percolator #4410 


West Bend Percolator 
Fair Trade booklet att, 


G-E F50 electric iron 


$12.75 $ 9.75 


$18.95 $12.50 

At this point I asked the man I 
believed to be the owner: ‘How can 
you work so close? You have four 
people ‘eating out of the store.’ You 
must be working on 10%.” And he 
said, “Why, that’s good. Over there,” 
pointing to the cigar counter, “I get 
only one or two.” 

From a merchandising standpoint 
here is the crux of the cut-price situa- 
tion: 

The Court Cut Rate is near a Lig- 
gett drug store and an agency of the 
Whelan Drug Co. In the Liggett 
window there was a nice display of 
the new Telechron 2H45_ kitchen 
clock in a cut-out plastic case. That 
store was trying to get the list price 
of $3.98 plus F.E.T., a tax of 40 
cents, making the total purchase price 
$4.38. At the Court store, right in 
the window, it was tagged at $3.59, 
tax included. That’s 79 cents saved 
by walking just one block. 

The Whelan store was getting an 
even rougher deal. Their fine bottom 
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AGAINST DISCOUNT HOUSES? 
WE WILL NOT BE 
Come In And ask For Our Prices 


SAM KING DISCOUNTS THE DISCOUNT HOUSES at 153 E. 34th St., New 


York City. 
various discount houses. 
happen any longer. 


Says sign in window: “We have lost thousands of customers to 
We have decided that we are not going to let this 
Effective at once we will beat any discount house price. 


This will mean profits in pennies but we are counting on your support to 


” 


increase our volume... 


Brand names? RCA, Zenith, Emerson, Stromberg- 


Carlson, Admiral, Sunbeam, Westinghouse, Kelvinator, Hotpoint, Crosley, 
Philco, Fedders, Du Mont—and dozens of “little ticket” items. 


window display of the ‘Timex line 
could hardly compete with the 15% 
cut just a few doors away. And the 
funny part of it was that all three 
stores were busy—with this differ- 
ence: The lunch counters of the drug 


7. "Your Price is Cost Plus 10°/,"" 


stores were jammed, many of the 
seats being double-teamed; but the 
merchandise departments at the far 
end of the stores had the appearance 
ot Wall Street on a hot Sunday after- 
noon in July. 


Adams Towne and Country Store, Euclid and I8th, Cleveland, O. 


Adams ‘Towne and Country Store 
has more of the town than the coun- 
try, being just on the edge of Cleve- 
land’s biggest shopping area. It can 
never advertise itself as being “out 
of the high-rent district.” 

In the front window you find an 
assortment of outdoor and hardware 
items. The Skotch Kooler, nationally 
advertised at $7.95 (large size) has 
a big tag on it for $6.50. That's 18% 
off. ‘There’s a Shakespeare Wonderod 
that lists for $27, tagged at $23.95. 
Some of the others are off-brands. 

“T understand you sell appliances,” 
I said to Mr. Rogat, the owner. 
“But I don’t see any.” 

He explained he’d be glad to sell 
me any appliance I wanted. But he 
doesn’t stock them. He finds it too 
expensive. What with warehousing, 
deliveries and large capital invest- 
ment in stock, he doesn’t think it 
worth-while. 

I told him I was interested in a 
dishwasher. Would he get me a Hot- 
point ? 

“Nothing but Westinghouse,” he 


said. ‘That's the only one I'll sell 
you.” 

When I asked why, he said that 
the servicing problem was acute with 
other brands. “I'll sell you anything 
you want, but 1 won’t guarantee the 
Except with Westinghouse, 
because they have a new service cen- 
ter further up on Euclid.” 

We looked up Westinghouse dish- 
washers. Rogat showed me a mimeo- 
graphed sheet. “This is my cost. Your 
price is plus 10°.” I looked at the 
Westinghouse DWB-B Under Coun- 
ter Model. The price it should sell 
for was $325.81. Rogat’s cost was 
shown as $216.03. Add 10%, plus 
$19.25 for delivery, demonstration 
and a year’s service guarantee, and it 
came to $259.28. 

Since the dishwasher wasn’t on the 
floor, he suggested I go to Westing- 
house Electric Supply at 1809 East 
22nd Street to see it. 

He told me to say he had sent me, 
but cautioned me against saving any- 
thing about the price he had offered. 

I asked him about small traffic ap- 


service. 
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hardware store primarily. <As_ for 
appliances, he considers himself a 
broker. Last year he sold more than 
$150,000 worth of appliances at cost 
plus 106¢. This, he said, paid his 
overhead. ‘The hardware items are 
his gravy. 


"Nothing Doing on Sheaffer" 
Hampton Sales, 108 E. 28th Street, N. Y. 


Although the store was practically 
void of shoppers—it was well into 
the afternoon when I called—they 
must do a land-office business during 
lunch-hours. For there were three 
salesmen on the floor and four more 
were sitting at desks in the refrigera- 
tor-range section of the “L-shaped” 

“GET OUR PRICE” say tags on nationally branded merchandise in this store which doubled its selling area a 
discount store, 29 E. 28th St., Manhattan. “If you were to come here on a few months back. 
Saturday afternoon,” says this store’s senior salesman, “you would find Prices were about as “bad’’ as in 
shoppers from New Jersey, Connecticut and Massachusetts.” Discounted other places on traffic appliances. 
brand names (up to 60% off): Ronson; Eversharp; Royal portable type- The best my salesman could “do” on 
writers; Wear-Ever cooking utensils; Eckoware; Hamilton-Beach food mix- a 1954 G-E cleaner was a mere $10 
ers; Parker pens; Schick and Remington electric shavers; G-E steam irons, cut. But on the Lewyt, of which 
washers; Admiral and Norge refrigerators, etc. there were a dozen or so unopened 
cartons on the floor, he could really 
give me a buy. Listed also at $89.50, 
pliances, like the Nesco Fryryte in the my home. Installation would be my their price was $52. 
window marked $29.95. responsibility On the question of returning de- 
— don’t do much discounting on He couldn't sell mea Sealy mat- fective or dam ved merchandise on 
those,” he said. “Sometimes as high tress. He showed me a Fair Trade anything I might buy, the answer 
as 220%. But if I have to stock them, warning from the local distributor. was, “Bring it here. We'll take care 
it's not worth it. And people want ‘The company was hiring a service to of it for you.” 
to take an appliance like that with . check up. If the price was cut—a I got a short, sharp turn-down of 
them. They won't wait for it.”’ warning the first time, then prosecu- “nothing doing” on a Sheaffer pen 
| asked about a Gasinator, a popu- tion. set.” 
lar home incinerator which retails for Finally I said casually, ‘You're From another customer I learned 
3114 in this area. Rogat was willing really a discount house, aren’t you 2?” the technique of the dyed-in-the-wool 
to sell it to me for $74, delivered to | He protested. He calls himself a discount customer. He asked for 
Union Hardware skates and was 
offered a selection of Chicago’s mod- 
els instead. 
There's a Y ear- -long Centennial Party he dice, he said. “I know the 
numbers’ on the Union Hardware 
in the Omaha W orld-Herald Market skates. I don’t know about that other 
of Nebraska and Western lowa. brand.” os 
On the counters were tie-in cards 
with two other concerns. 
This The first was to Shefheld House, 


890 Broadway, New York City, 
$2 alli where “by special arrangement with 
Bia ao rs Hampton Sales,” I would be “admit- 
' ted’’ to the Shefheld Showrooms to 
Murket “effect a great saving’ on any pur- 
chase I made in all styles and types 

isina of furniture. 
o The other was to Pollyann China, 
7 endin ie ed Inc., +4 E. 29th Street, New York 
Pp i) City, where I could pick out dinner- 
ware, crystal, glass, table accessories. 


On the reverse of the Pollyann 

Omaha World-Herald card was the Hampton Sales Co., 

O'Mara and Ormsbee, National Representative Inc. stamp with Space for the con- 

New York—Chicago—Detroit—San Francisco—Los Angeles sumer to fill in his name and address 


247 ,582 Daily — 255,317 Sunday a nice way t = ee Be 
Publisher's Statement as of September 30, 1953 . ay to build a mailing list. 


esa agin mses tse 


*But read report #6. 
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Another milestone in the evolution of an idea 


...the idea that thousands of business executives 
would be glad to share the considerable cost of 
research into the government actions and eco- 
nomic trends which affect the conduct of busi- 
ness; a cost prohibitive to most individual 
companies... 


...an idea that, over the years, has expanded to 
encompass the major areas affecting the pros- 
perity of any business, such as executive and 
foremen development, sales and distribution, 
management methods, tax control, labor rela- 
tions and personnel management... 


...and involving a cost which today is at the rate 


589 FIFTH AVENUE, NEW YORK e 


WASHINGTON 


of five million dollars a year, shared by over 
30,000 companies that are members of the 
Research Institute of America; members who par- 
ticipate profitably in this tested and proved idea. 


Occupancy of expanded facilities in the new 
Research Institute Building signifies the wide 
acceptance and practical worth of a unique busi- 
ness plan that, 20 years ago, was a new and 
revolutionary idea. 


Research Institute of America 
Carl Hovgard, President 

Leo Cherne, Executive Director 

Joseph D. Ardleigh, Executive Vice President 
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“The Future for America Looks Bright" 


The board of directors of National Sales Execu- 
tives Inc., at the 19th Annual Distribution Congress, 
on June 3 in Chicago, issued this appraisal of the 
economic health of the nation: 


“From the reports that can be obtained from the 
1,000 delegates assembled at this convention, rep- 
resenting some 23,000 sales executives from all 
major and minor economic areas of the United 
States, we come to the conclusion that the American 
economy's state of health is excellent. We have just 
about surpassed the crisis state of the recession and 
are moving ahead to better and increased business 
activity. Naturally, there will be some areas where 
the recessionary tendency might hold on. But even 
in these areas there are indications that the curve 
will soon move up again. 


“Our reasons for this evaluation are simple inter- 
pretations of the economic facts of the present: 


“1. Tax payments by individuals have risen much 
less than personal incomes, placing added money 
into the hands of prospective customers. This is the 
result of the tax reduction started in 1954. 


“2. The rapid growth of the American population 
must be regarded as a more or less happy accident 
as far as expansion of the American economy is 
concerned. No one knows how long the spurt in 


growth of population will last —thus giving impetus 
to growth of the economy. 


“3. The principal reason for the bright prospects 
of the economy rests on the enormous development 
of industrial research. In all the time prior to 1946 
industry spent a little more than 4.6 billion dollars 
on research. But in the iast eight years industry 
has spent 9.5 billion dollars on research. American 
business is keeping this pace which indicates con- 
fidence in the future; there is confidence that the 
sales executives can and will awaken a renewed 
interest in the needs and the wants of the American 
public. 


“By creating new kinds of goods and improved 
goods, by increasing the need for machines and 
buildings to make the new kinds of goods, thus 
stimulating spending in capital goods, by developing 
new methods of making goods, the American econ- 
omy is moving ahead to further expansion. 


“The Board of Directors of National Sales Execu- 
tives, representing those businessmen who move the 
goods from the shelves and the warehouses to the 
homes and the factories, believes that with the 
optimism and the determination for success of the 
American sales profession assured, the future for 
America looks bright.” 


Key Actions at NSE’s Convention 


The optimistic note sounded in 
speeches and in corridor conversations 
at the 19th Annual International Dis- 
tribution Congress of National Sales 
Executives Inc., is reflected in the 
statement above. 

In the largest and liveliest of NSE’s 
conventions, at the Conrad Hilton 
Hotel, Chicago, June 2-4, the repre- 
sentatives of 179 clubs (vs 159 a year 
ago in Atlantic City, N.J.) and 23,- 
OOO members (vs 20,878 a year ago) 
elected the following principal’ of- 
fhicers: 

Chairman of the Board: G. J. ‘Ti- 
coulat, vice-president, Crown Zel- 
lerbach Corp., San Francisco. Ti- 
coulat succeeds J. C. (Larry) Doyle, 
manager, sales and advertising, Ford 


Motor Co. 
Vice-Chairman: Fen K. Doscher 


(re-elected), vice-president, — sales, 


Lily-Tulip Cup Corp. 
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Vice-Chairman: Orville C. Hog- 
nandet, vice-president, G. H. Ten- 
nant Co. 


Vice-Chairman: Tony Whan, presi- 
dent, Pacific Outdoor Advertising 
Co. 


Vice-Chairman of Canada: Leo W. 
Vezina, vice-president & general man- 
ager, H. Corby Distillery, Ltd. 


Treasurer: Charles FE. Love, ex- 
ecutive vice-president, Commercial 
Controls Corp. 


President: Robert A. 


(re-elected). 


Whitney 


Directors of Service... 


For the Clubs: Walter H. Johnson, 
Jr., vice-president and general sales 
manager, American Airlines, Inc. 


For the Corporation: Faustin J. 
Solon, vice-president, Owens-Illinois 
Glass Co. 

Distribution Council: Arthur H. 


Motley, president, Parade Publica- 
tion, Inc. 


For the Educator: Al N. Seares, 
vice-president, Remington Rand Inc. 


For the Government: Paul Woot- 
on, chairman, executive committe, 
Society of Business Magazine Edi- 
tors. 


For the Public: Boone Gross, presi- 
dent, Gillette Safety Razor Co. 


For the Sales Executive: Arthur A. 
Hood, vice-president, Vance Publish- 
ing Co. 

For the Salesman: John M. Wil- 
son, vice-president, National Cash 
Register Co. 


SALES MANAGEMENT 


ComeTHING Migeine... 


LIKE CALIFORNIA 
WITHOUT THE 
BILLION DOLLAR VALLEY OF 


} i THE SACRAMENTO BEE 
ez , THE MODESTO BEE 


THE FRESNO BEE 
California’s inland valley — 220 miles from Los Angeles, 


90 miles from San Francisco — is a big metropolitan mar- 
ket. Two million people (who annually spend over $2 
billion at retail) live in this independent, self-contained 
area.* You're not selling California unless you’re reach- 
ing the valley. And you can reach it in depth only with 
its strong local newspapers, the three 


*Sales Management’s 1953 Copyrighted Survey 


Mc CLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES . . . O'MARA & ORMSBEE 
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RAYMOND BILL AWARD (above) to club with 75 members or more which 
does most for advancement of salesmen and sales management as a science 
goes to SEC, Milwaukee. Raymond Bill (left), publisher, SALES MANAGE- 
MENT, presents award to Robert W. Swain, club president and vice-president 
and sales manager, Rex-O-Graph, Inc. 


SALES MANAGEMENT AWARD (below) to club with less than 75 members 
which does most for advancement of salesmen and sales management as a 
science goes to SEC, Wilkes-Barre-Scranton, Pa. Thomas E. Lehman III! (left), 
divisional sales manager, Investors Diversified Services, Inc., Wilkes-Barre, 
accepts it and shakes hands with Raymond Bill. 


Regional Directors 


Eastern: Gordon Bass, president, 
Gordon Bass & Co., Newark, N. J. 


Northeastern: Fred Emerson, vice- 
president, Spartan Saw Works, Inc., 
Springfield, Mass. 

Southern: R. J. Jones, Jr., presi- 
dent, Dick Jones Motor Co., Chat- 


tanooga. 


Southwestern: Frank H. Heller, 
Remington Rand Inc., Dallas. 


Central: Rudolph FE. Reinhold, 
president, Metropolitan Motor Co., 
Cincinnati. 

Midwestern: David Sutton, vice- 
president, Kremers-Urban Co., Mil- 
waukee. 

Western: Ben Wells, vice-presi- 
dent, The Seven-Up Co., St. Louis, 
Mo. 


Southeastern: Joe L. Pleasants, 
president, McClain & Pleasants, Inc., 
Charlotte, N.C. 

Pacific: Donn R. Court, vice-presi- 
dent, Cutter Laboratories, Berkeley, 
Cal. 

Northwestern: H. L. Van Ness, 
Dictaphone Corp., Seattle. 

Canadian: Leo W. Vezina, vice- 
president, H. Corby Distillery Ltd., 
West Montreal. 


International: Elmer R. Krueger, 
president, Paper Art Co., Indian- 
apolis. 

“Selling as a Career’ essay contest 
was won by Philip Smith, San Fran- 
cisco. NSE presented him with a 
check for $1,000 and brought him to 
the convention. 

“Best Salesman in Junior Achieve- 
ment” was won by Miss Beth Wein- 
stein, Schenectady, IV.Y. She was 
sponsored by General Electric Co. 
NSE presented her with $500 and 
brought her to the convention, too. 

Official, full registration at recent 
conventions : 

1954 in Chicago: 900 

1953 in Atlantic City, N.J.: 706 

1952 in San Francisco: 670 

1951 in New York City: 799 

1950 in Detroit: 650 

Approximately 1,400, including 
women, attended the 1954 convention 
in Chicago, making it the largest in 
NSE’s history. Of these more than 
1,000 were NSE members, including 
one-day registrants. 

Convention date and place for 
1955: Hotel Waldorf-Astoria, New 
York City, June 8-10. 

For a report on NSE’s new chair- 
man, G. J. Ticoulat, see page 109, 
SALES MANAGEMENT, June 15. 

The End 
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WATION’S TOP 233 MARKETS — 1954 EDITH 


, 4 to Men Who Make 
fuailable: Now the Decisions in 


SALES e ADVERTISING e MARKET ANALYSIS e MEDIA 
MANUFACTURING e DISTRIBUTION e RETAILING 


*Compiled by 
Sales Management 


This brochure ranks the 233 Metropoli- 
tan County Markets by dollar volume 
for each of the retail store classifications 
compiled by Sales Management (7 of 
these sales classifications are published 
only in this brochure) plus complete 
Metropolitan County Area data from the 
Survey of Buying Power, May 10, 1954. 

This 88-page copyrighted brochure 
serves as an authentic yardstick for a 


comparison of your company’s actual 
sales in each of the 233 markets; helps 
you plan your advertising and promo- 
tional efforts in specific markets based 
on 1953 sales performance; and fur- 
nishes the information needed in making 
decisions affecting new district offices, 
distribution points and factory locations 
based on dollar sales volume. 


For your FREE copy of this 88-page brochure, write on your company letterhead to: 


Advertising Research Department 


Greensboro 
News and Kecord 


Greensboro, North Carolina 


1954 


JANN & KELLEY, inc. 


Newspaper Representatives 


CHICAGO 

360 N. Michigan Ave. 
ATLANTA 

Palmer Building 

NEW YORK 

366 Madison Ave. 


SAN FRANCISCO 
111 Sutter St. 
DETROIT 

926 Buhl Building 
LOS ANGELES 
2404 West 7th St. 


International Cellucotton Products 


— 
Cellucotton Makes News with Co., Chicago, may well have a “first” 
its credit. 
Manual for Salesmen's Wives The company has just published 


and distributed a manual for sales- 

men’s wives. It’s called “The Sales- 

" ' , E , men Takes a Wife.” It was written 
You don't hire a salesman... you hire a man and wife by Dr. James F. Bender, head of the 


° a National Institute for Human Rela- 
team.'' So say the personnel experts. I|-C-P recognizes this tions, New York City. 

j a ° : The manual salutes the wives as 
too-little understood principle in a booklet designed to pos ble sales staff” and oa 
help wives understand the company and the sales job. —!2¢s their status as full partners in 

their husbands’ careers with the com- 
pany. A three-way “triumphant 


AVERAGE INDUSTRIAL DISTRIBUTOR 
SALESMAN: 


He's a Sales Manager’s Dream 


He sells. The average outside salesman sells $221,554 worth of 
production and maintenance equipment, tools and supplies 
yearly. But 10% can boast annual sales of more than $400,000. 


He’s experienced. He's 42 years old. He has 11 years outside 
sales experience in the field. He’s been with his firm 12 years. 


’ 
He’s educated. Almost 50% are college trained, 33% are high 
school graduates, 27% have attended trade schools, 60% have 
attended manufacturers’ schools within the past year. 


He’s the buyer's friend. He knows local industry. He has first 


hand information on the buying habits, requirements and prob- 
lems of the industries in his territory. He knows the men who 
specify and purchase various products. He knows them person- 
ally. He keeps them informed on new products, new applica- 
tions, new production and maintenance methods. He gives them 
emergency service, he handles their complaints and adjust- 
ments. 


— 
He’s listened to. Because of his “in” with buyers, he can build 
acceptance for your products. Buyers depend on him; they give 
serious consideration to his suggestions and recommendations. 


He'll listen to yOU. If you keep talking to him in his language, 
in his publication. His language is sales. His publication is 
INDUSTRIAL DISTRIBUTION. 


Statistics from the May 1954 issue of INDUSTRIAL DISTRIBUTION. 


Industrial Distribution ABC © ABP 
A McGraw-Hill Publication, 330 West 42nd Street, New York 36, N. Y. 


partnership” the company calls it— 
wife, husband, and_ International 
Cellucotton Products Co. Thus ICP 
publicly acknowledges a_ privately 
recognized fact of. life: the power 
behind a successful man is his wife. 

States ICP in Chapter One of the 
attractive 534 x 834 two-color book: 
“The factor ... that we find common 
to sustained success among our sales- 
men is the happy wife. And so it’s 
about time for us to pay tribute to 
you, the heroines in our midst. For, 
although you are not listed on our 
pay-roll, nor present at our sales 
meetings, vou qualify as ‘salesmen.’ 
We like to think of you as our in- 
visible sales staff. We are deeply 
grateful to you. We are particularly 
grateful during these times when so 
many stresses and strains are put on 
marriage. While the general divorce- 
rate is up, we take just pride at ICP 
that our divorce rate is way below 
the general average!” 


The Real Boss 


The “heroines,” with every turn of 
the 46 slick-paper pages, read words 
to encourage, counsel, strengthen and 
praise their role in the wife-husband- 
company partnership. 

Some of the chapter headings: 
“The Wife As Heroine,” “Your 
Husband’s Job: As An ICP Sales- 
man,” “How To Help Your Hus- 
band To The Top,” “About Court- 
ship, Marriage,” ‘Wife, Husband, 
Company,” ‘How Do You Rate As 
A Wife?”. 

In the introduction C. E. Souders, 
General Sales Manager, says in part: 
“For most salesmen the spurring in- 
stinct to achieve a higher position is 
the wife who believes in, and likes 
to be proud of, the man she married. 
A salesman’s wife is usually his best 
critic. His advancement is hers. 
Theirs is a natural partnership. A 
deep sense of mutual pride goes with 
each step forward . . . This book is 
our first effort. If any improvements 
are to be made, they will come from 


SALES MANAGEMENT 


the comments of our wives.” 

The wives learn from text 
humorous line drawings on back and 
front and throughout the 
book that they have ‘a number of 
wonderful traits’ in common. ‘They 
are likened to Ruth in the Bible 
(“whither thou goest I will go’) 
because they move with their 
husbands as sales territories change. 
They are classified as oikologists, 
“artists in making and keeping a good 
home.” They are credited with being 
neat, efhcient and thoughtful home- 
makers, without being “cranks” on 
the subject. They are saluted for 
their “adaptability” ; for learning how 
to use profitably the time they aeces- 
sarily spend alone; for taking con- 
structive part in community affairs; 
enjoying hobbies. 

They called ‘unusually re- 
sourceful” in solving their personal 
problems, ‘“‘systematic and worthy 
pursers” and “lovable because they 
fulfill the highest purpose of the 
wife: to encourage love and affection 
through her gentle voice, charming 


and 


covers 


must 


are 


ways, deep and compassionate under- 
standing; to conserve the family and 
make it a noble aid to a better society ; 
to inspire her husband to be a grand 
success as her sweetheart, father of 
her children, and outstanding bread- 
winner.” 

Reading further, the “invisible 
sales staff” members learn about their 
husbands’ job—its demands, its prob- 
lems, its rewards—and how they can 
help in practical ways—typing letters 
and reports, keeping files in order, 
contributing ideas, sharing studies— 
as well as through their understand- 
ing and encouragement. 


Does This Apply to You? 


“A weakness that we en- 
counter all too frequently is 
the appalling fact that the 
top sales executive really 
doesn’t know what his job is, 
or what he is supposed to do, 
or what he is supposed to 
direct and train other people 
reporting to him to do and 
accomplish,” said Fen K. 
Doscher, vice-president, Lily- 
Tulip Cup Corp., at NSE’s 
recent Chicago convention. 
“The executive,” he  sug- 
gested, “must know in detail 
his exact functions and 
duties and the goals and 
objectives that he and his 
company expect to attain.” 


‘The chapter on courtship and mar- 
riage gives ICP wives an opportunity 
to measure their own attitudes and 
practices against answers supplied by 
the National Institute for Human 
Relations to questions their salesmen- 
husbands have asked the ICP 
sulting psychologist. (“‘Do  under- 
weight women make poor marital 
risks?” “Does poor cooking lead to 
divorce?” “Are unhappy marriages 
more frequent among certain voca- 
tions than others?” ‘Does marital 
happiness increase with size of in- 
come?” “Are marriages unhappy 


con- 


when the wife wears the pants?” 
“Does living with relatives atter 
marriage encourage divorce ?’’ ) 

In the final chapter the “heroines” 
meet a 35-question quiz, “How Do 
You Rate As A Wife?” Score of 70 
indicates a perfect wife. “he book 
notes encouragingly: “No one has 
yet made a perfect score on this quiz, 
but we suspect that the wives of our 
salesmen will make a high score.” If 
some scores are less than high, the 
concluding two-page bibliography sug- 
gests ample remedial measures. 

The End 


— Jail Gate Loads ? 


NOT on a MAYFLOWER MOVE! 
Everything's Locked Safe Inside the Van 


’ Mayflowerg, 


@ Furniture never rides on a tail gate 
when you order Mayflower Moving Serv- 
ice ... because Mayflower vans have no 
tail gates! Everything rides inside, safe 
from damaging weather, in specially- 
built, weather-proof vans. Mayflower 
takes every precaution to protect your em- 
ployees’ goods; nothing is left to chance. 
Be safe! Move the Mayflower Way. 


AERO MAYFLOWER TRANSIT COMPANY, INC. 
INDIANAPOLIS, INDIANA 


AERO 
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NATION-WIDE FURNITURE MOVERS 


Coal’s Fate Could Be Yours 


Lost: one-third of anthracite sales in six years! But are 


two young men in control of the oldest coal company now 
setting the pattern for recovery of a sick industry? Lots of 
selling is needed today to make up for lack of foresight. 


BY ROBERT LETWIN 


The coal industry, suffering a 
king-size headache caused by a one- 
third decline in sales in six years 
(from 45 million tons in 1947 to 30 
million tons last year) is making a 
determined bid to regain its old-time 
luster. 

Nobody minimizes the staggering 
challenge of the assignment. Those 
who occupy high places in the man- 
agement of anthracite are aware of 
the heavy inroads made by oil and 
natural gas in a consumer market 
once dominated by hard coal. But a 
new spirit of aggressive willingness 
to tackle the job at hand is evident. 

‘The young, able leadership that is 
spearheading the industry’s drive to 
revive an ailing business is perhaps 
best exemplified by the top officers of 
Lehigh Navigation Coal Sales Co. 
( Philadelphia )—known in the trade 
as The Old Company, because it has 
mined coal longer than any other 
firm in the trade. 


The Coal Squeeze 


Richard C. Newbold now heads up 
the sales compary. He has a long 
and impressive record of experience 
and achievement in sales promotion 
and t,erchandising. C. Peter McCol- 
ough ‘brings similar qualifications to 
his job as vice-president. 

Newbold moved up to the presi- 
dency of the sales company because 
of the outstanding record he made 
as retail yard manager, director of 
sales and then vice-president in charge 
of sales. 

The problem of these Old Com- 
pany leaders, as with their counter- 
parts elsewhere in the industry, is 
two-fold: 

1. How to recapture public accept- 
ance for coal. 

2. How to satisfy the intreasing 
demand for the small, industrial sizes 
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of coal which are sold at a relatively 
low price per ton, while the call for 
the large, so-called domestic sizes 
(which are most profitable) continu- 
ally drops oft. 

This is a situation that poses a 
dilemma for coal producers. Anthra- 
cite needs a large market for home- 
heating sizes in order to mine enough 
of industrial sizes. Thus, the ‘ y 
is caught in a squeeze between a rise 
in sale of small coal and a slackening 
demand for big-size coal. 

Lehigh Navigation has adopted a 
revolutionary plan to solve the prob- 
lem. It has staked its future on mer- 
chandising—merchandising of a sort 
that is designed to keep a large vol- 
ume of domestic sizes flowing from 
the mines through dealer yards and 
into consumer coal bins. 


Every Dealer a Merchandiser 


The Old Company wants to make 
each of its more than 1,500 dealers 
an expert merchandiser. With this in 
view, it has gone out hammer and 
tongs in the past few years to drive 
out apathy and pessimism. 

A strange attitude had settled over 
the anthracite industry after a tem- 
porsry boom in World War II. It 
worsied about falling demand, but 
hesitated to take action. Producers 
hesitated to fight for their markets 
because they feared the end result 
would be a price war in which every- 
one would suffer. The Old Company 
appears to be the first producer that 
understands that price is not the sole 
competitive factor—that sound mer- 
chandising can create sales. 

Latest endeavor of The Old Com- 
pany is a contest for anthracite deal- 
ers—customers and non-customers—- 
that pays off in free trips to Bermuda 
for dealers who do the best merchan- 
dising. To win, a coal dealer need not 
buy an ounce of coal from Lehigh 


Navigation Coal Sales Co. 

While there are no strings at- 
tached to the contest, The Old Com- 
pany can’t help but increase its ton- 
nage, since its contest gives its sales- 
men a welcome introduction into the 
yards of some 10,000 dealers in the 
United States and Canada. 

‘This contest,”” Dick Newbold tells 
his dealers, ‘is designed to help you 
find the hidden treasures in your coal 
business—new easier ways to dig up 
extra sales and bigger profits. The 
treasure is all yours.” 

Each dealer receives this message 
on a “Hidden Treasure Chart.” ‘The 
chart is divided into seven sections: 
Newspaper, radio and television ad- 
vertising; direct mail advertising; 
dealer identification and display; cus- 
tomer service; conversions to coal; 
industry and civic group participa- 
tion; and a “Special Treasure of the 


Month.” 


Easy-Sell Days: Gone! 


For each merchandising activity a 
dealer enters into under the seven 
categories, he receives points. Fifty 
dealers with the highest points can 
take their wives to Bermuda for five 
days with all expenses paid—includ- 
ing air fare from New York City. 
Size of the advertisement or length of 
radio or TV spot has no bearing ir 
the contest. A dealer with a 30-inch 
newspaper ad earns the same points 
as one with a two-inch ad. This scor- 
ing system was devised to give the 
smaller dealer an opportunity to com- 
pete favorably with a larger one. 

Coal dealers have responded en- 
thusiastically to this contest. Not only 
did the idea of five days in Bermuda 
have a very strong appeal, but many 
dealers said that the opportunity to at- 
tend the half-day sales clinic which 
will be staged during the Bermuda 
trip was what they really wanted. 

The coal industry has lagged so 
far behind all others in sales promo- 
tion and merchandising, dealers now 
want to know more about salesman- 
ship. 

For years coal dealers made a com- 
fortable living simply because they 
had coal for sale—and everyone used 
coal. They never really had to ad- 
vertise or promote sales. Sales just 
happened—automatically every win- 
ter. 

With the advent of the oil burner 
and the gas-fired furnace all this 
changed. Until The Old Company 
brought merchandising to the atten- 
tion of coal dealers, there was almost 
no advertising. 

Most of the coal producers viewed 
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the situation with alarm, but hesitated 
to take steps—because it might be 
“detrimental” to the industry to pro- 
mote coal with the same tools used 
by other fuel producers. 

Out to shake the industry, The 
Old Company has primed dealers to 
a point where the promise of a sales 
clinic gets the greatest reaction in 
connection with its Bermuda contest. 

“The finest sales clinic ever con- 
ducted in the coal industry,” is the 
way Peter McColough describes the 
coming session. The meeting is de- 
scribed for dealers this way: “It’s a 
clinic conducted by professionally 
trained men who are real doctors of 
merchandising know-how —a clinic 
designed to stop the plague of pessi- 
mism which we refuse to let run ram- 
pant—a clinic built by experience, 
knowledge, confidence, realism and 
optimism.” 

Sales patterns in the coal industry 
have changed in recent years. At one 
time, coal dealers dealt with one coal 
producer and seldom switched. To- 
day, price and service determine sales, 
and sole dealerships are rare. And 
price is the bugaboo that haunts the 
entire industry. 


-.. and pay for it later 


A price of $15 a ton to dealers in 
December may be $13 a ton in 
March. As producer inventories build 
up in warm weather, prices decline. 
Producers were plagued by large 
stockpiles in warm weather months 
when they had no immediate sale for 
their coal until Lehigh Navigation 
introduced a dealer finance plan in 
the spring of 1952. Known as the 
“Buy Now — Pay Next Winter” 
plan, dealers are encouraged to buy 
at low spring prices and to pay 
for it in winter when they sell it. 
This allows The Old Company to 
keep its inventories at a manageable 
level—and at the same time, it helps 
dealers. It allows them to profit by 
low summer rates and keeps them 
well stocked without heavy cash out- 
lays. 

Going one step further into the 
credit picture, “The Old Company’s 
Coal Club” was developed to help 
consumers buy their coal on the in- 
stallment plan. Working with local 
banks and finance companies, Old 
Company dealers are able to advertise 
“No Big Coal Bill when you join 
our Old Company's Coal Club. No 
money down. Up to 12 months to 
pay.” Results are good for all con- 
cerned: Homeowners buy their coal 
on credit at low spring and summer 
prices; dealers keep their yards and 
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PRESIDENT Richard C. Newbold (r), 43, and Sales Manager C. Peter 
McColough, 34, of Lehigh Navigation Coal Sales Co., direct a sales 
force with an average age of 30. They head a $10 million-a-year busi- 
ness. They expect their men—and their promotional literature — to 
get results. 


It Pays To Be An Old Company Dealer 


s 


Here’s how it pays... Just look at these 
features of the dealers dream package 


e BUY ALL THE COAL YOU WANT WHEN PRICES ARE LOW 
© SELL WHEN RETAIL PRICES ARE AT THEIR PEAK 
© TAKE DELIVERIES AS YOU NEED THEM NEXT WINTER 
*® CHOOSE ANY ONE OF 4 LIBERAL PAYMENT PLANS 
NO INTEREST OR CARRYING CHARGES OF ANY KIND 
SURE-FIRE SALES—WE SHOW YOU HOW 
EXTRA-BIG BONUS ADVERTISING CAMPAIGN 


Read the details on the agreement torm — then mail it back today 


LEHIGH NAVIGATION COAL COMPANY 
123 S. BROAD STREET, PHILADELPHIA, Pa. 


trucks busy during what used to be a 
dead season; Lehigh Navigation Coal 
Sales Co. avoids any serious build-up 
of inventory. 

One of the toughest things a coal 
producer faces is to judge accurately 
what sizes will be needed and when. 
Sales forecasting helps some, but once 
in a while a producer is caught with 
too much of one size and not enough 
of another. This happened to Lehigh 
Navigation Coal Sales Co. last sum- 
mer when it had an oversupply of 
chestnut and pea coal already loaded 
on cars and ready to be shipped. The 
orders didn’t come through for chest- 
nut and pea coal—but they did come 
for the other sizes. 


The Booty Flows Out 


To sell this coal and free the cars 
for delivering other sizes Newbold 
and MeColough hit on a_promo- 
tion that turned out to be one of 
their best and most widely publicized 
merchandising schemes in years. 

For every eight cars of chestnut 
or pea coal bought, dealers received a 
two-week trip to Bermuda, all ex- 
penses paid from New York City. 
Five cars entitled a dealer to a nine 
day trip to Miami Beach. 

Home freezers, refrigerators and 
television sets were given to dealers 
who bought two cars of coal. A large 
assortment of food to fill a home 
freezer went with a one-car purchase. 
Under the plan, a dealer could juggl: 
the premium so that instead of an ex- 
pensive trip, he could select an assort- 
ment of appliances or a less expensive 
trip and an appliance. 

Was this “giveaway” costly to The 
Old Company? Not at all. Costs to 
haul coal from the colliery to its stor- 
age area two miles away, store it, and 
pick it up again when needed are so 
high that The Old Company can give 
away trips and appliances and still 
come out ahead. Not only did the 
giveaway eliminate an oversupply and 
free needed rolling stock, but it added 
102 new dealers and sold 1,200 cars 
of ‘oal. 

While a relative newcomer in mer- 
chandising, The Old Company is an 
innovator in the coal industry. Re- 
cently, it sent a team of advertising 
men and women into the field to help 
dealers set up telephone sales solicita- 
tion programs. These experts are now 
busy working on special advertising 
campaigns for dealers who bought 
coal under “The  Dealer’s Dream 
Package” plan last autumn—a plan 
which carried with it a special adver- 
tising bonus. 
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Lehigh Navigation Coal Sales Com- 
pany’s “revolutionary” activities pay 
off. It jumped from fourth place 
company in the industry in 1951 to 
third place in the 1952-53 season. 
Its merchandise offer alone increased 
tonnage sales 10° over the same 
period the year before. 

Coal business may be down in the 
industry, but it certainly isn’t out. 
With 47% of the domestic fuel mar- 
ket still using coal, The Old Com 
pany is determined not only to get a 
bigger share of the market, but to 
increase the market against the stiff 
competition of oil and gas. Consumer 
advertising stresses that coal not only 
is more economical in many areas, 
but that it gives off steady, constant 
warmth—not true of its competitors. 
Pointing to the all-out sales effort of 
his company, Dick Newbold says: 

“We sincerely believe that good 
sales methods can create a demand 
for any product, and coal is no ‘excep- 
tion. People will buy if we show 
them, by constant and effective adver 
tising and sales promotion, that an 
thracite offers advantages no othe: 
fuel can.” 


Not the least prominent in the out- 
standing sales organization which 
Dick Newbold and Peter McColough 
pace is a well-integrated training 
program for each man on the sales 
force. The company is organized 
into districts covering the primary 
anthracite-burning territory through 
out Canada, New England and the 
Middle Atlantic States, and retains 
Dr. James F. Bender, head of Na- 
tional Institute of Human Relations, 
as consultant for its training program. 
Dr. Bender is‘an eminent man in his 
field, and the author of numerous 
books on human relations, amony 
them “The Technique of Executive 
Leadership,” and “Courtesy Hints 
for Salesmen.”’ 

If its sales clinic in Bermuda goes 
as planned, The Old Company may 
make sales clinics a regular part of 
its merchandising plan. Now that it 
has awakened dealers to the need to 
merchandise and compete with other 
fuels, the company believes it can 
channel dealer’s energies productivel\ 

and that means it will sell more 
coal. The End 


unquestionably right. 


with respect. 


est until proven otherwise. 


10 Ways to Woo Armchair Shoppers 


If you want to sell by mail profitably... 


1. Believe with all your heart that your customers are always and 


2. Acknowledge all orders by first-class mail the day they’re received. 


3. Sell only services, books or products which help customers make 
their lives finer and more pleasant. 


4. Treat your customers as you wish to be treated — favorably and 


5. Attempt to fill all orders the day they’re received. If you can’t, 
tell your customer about the delay, honestly and frankly. 


6. Always spell your customer’s name correctly. Remember his name 
is terrifically important to hirm—and it should be to you, too. 


7. Immediately replace any defective or damaged product received 
by your custcmer. And send the replacement special delivery. 
4 


8. Refund money immediately to a complaining customer in a cheer- 
ful, quibble-free manner — by air mail always. 


9. Remember that every mail order shopper is unquestionably hon- 
10. Remember always that the way you conduct your mail order or 
direct mail business reflects on the entire mail order industry. 


(From a talk by Whitt N. Schultz, mail order consultant, delivered 
at the first annual conference on direct mail, Chicago.) 
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e@ Nothing matches the power of the piston 
when it comes to moving the tools of agriculture. 


@ Nothing matches the power of 
FARM JOURNAL when it comes to moving the 
people of agriculture. 


e@ Built for today and ready for tomorrow, 
FARM JOURNAL leads by hundreds of thousands 
in farm family coverage—by more than two 
million dollars in advertising revenue. 


e@ Why settle for less? 


what’s complicated about this? 


FARM JOURNAL 


Graham Patterson, Publisher 


Washington Square, Phila. 5, Pa. 


Consumer product ? Sell the whole Country-Side market with the Country- 
Side unit—FARM JOURNAL and TOWN JouRNAL. Circulation 4,380,000. 
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He's a Big League Salesman 


He possesses eight traits which set him apart, Because he 


applies them, he brings extra benefits to customers, his com- 


pany, himself... and he can truly call himself a professional. 


BY WALTER J. MAYTHAM 


Vice-President, Westinghouse Electric Corp. 


Whar distinguishes the professional 
from the duffer? 

‘The professional salesman, like the 
professional athlete, prepares himself 
mentally as well as physically. 

The real salesman asks himself a 
thousand questions a day and—what'’s 
more important—he digs out the an- 
swers tor most of them. For example, 
he will quiz himself. 

Am | quoting on the right product? 

Have I presented my proposition 
in the best way? 

Am | seeing the right people in 
the customer organization? 

Am I stressing the right points ? 

What did the customer mean by 
making a certain statement? 

Is there another feature about the 
product that I have not covered? 

Am I using all the facilities of my 


company ? 


salesn an 


These are just a few of the thous- 
ands of questions that should be going 
through a salesman’s mind all the 
time and unless he asks himself ques- 
tions and finds the answers to most 
of them, he is not a 


salesman 


professional 
he is merely a peddler. 

A professional salesman performs 
a function to the benefit of: 


1. Flis customer, because he sells 
him the correct product needed for 
his operation and one which gives him 
full value for the money he spends. 

2. His company, because from the 
sale of that product, his company 
will make a profit. 

3. Himself, because he gets the 
satisfaction of accomplishment from 
serving his customer and his com- 
pany. 

A professional salesman plans his 
work. He has short-term (week-to- 
week) plans and long-term (year- 
to-year) plans. Every move he makes 
is a part of an overall plan he has 
thought out and designed to accom- 
plish two things: 

1. Utilize his time to the best ad- 
vantage. 

2. Develop the customer so that 
he can get the order. 

Consider the potentially large cus- 
tomer for whom no planning is done. 
Suddenly a customer enters the 
market tor a sizeable job. Then the 
salesman is forced to start out from 
scratch, without knowing too much 
about the customer and without speci- 
fic connections of friends throughout 
the organization. 


and the Hawaiian Islands. 


to Chicago in 1929. 


Background for Opinion 


Walter J. 

charge of industrial product sales on the Pacific 

Coast for Westinghouse Electric Corp. with 

headquarters in San Francisco. He went to the 

Pacific Coast as regional manager in 1949 in charge of sales, service 
and repair of Westinghouse products in nine western states, Alaska, 
Previously, he had been manager of 
industrial sales in Chicago for the Mid-America region, and, earlier, 
manager of the petroleum and mining section. He was an industrial 
salesman in the Indianapolis, Ind., office from 1926 until his transfer 


Maytham is vice-president in 


Except for “one-sale’” organiza- 
tions, practically every bit of business 
is done as a result of service and 
with friends. So, unless the customer 
has been developed to a satisfactory 
point, the odds are that the business 
will be lost to a competitor who has 


developed him. 
A professional salesman has: 


Imagination. His mind is full of 
ideas on how to sell the product. If 
he cannot sell it one way, he thinks 
of another and he almost always 
comes up with the right answer. His 
batting average is high because he 
uses wisely all of the sales aids avail- 


able. 


Resourcefulness. The ability to 
meet any situation or find the solu- 
tion to problems. When it is possible 
to map out his strategy in advance 
he does so; but, during discussion 
with a customer, he must be fast on 
his feet and able to cope with many 
problems at once. 

Initiative. He is a self-starter and 
doesn’t have to be told how to spend 
his time most profitably to develop 
the customer. He doesn’t wait to be 
told how to handle a particular nego- 
tiation. 


Determination. He pursues his ob- 
jective—the order—with the tenacity 
of a bull-dog. If he bats his head up 
against a stone wall and _ progress 
is blocked, he backs away, takes a 
fresh look, and makes another ap- 
proach. He does not give up. 


Enthusiasm. He’s like a race horse; 
he’s rarin’ to go—get the order—with 
so much enthusiasm for his product 
it’s contagious and makes his selling 
job easier. 

Confidence. He has confidence in 
himself, his company and _ his ‘prod- 
uct — confidence that stems from 
proper professional training, high re- 
gard for his company, and a convic- 
tion that his product is the best that 
can be produced for the price. 


Guts. Because he honestly feels he 
is fulfilling the customer’s needs or 
desires, he is not afraid to ask for 
the order. Why else take up the cus- 
tomer’s time and his own? 


Competitive spirit. He has a burn- 
ing desire to win and he does not take 
defeat lightly. One cannot name an 
outstanding professional athlete who 
has not developed this quality and 
it’s a “must” for a salesman. 

These are the eight characteristics 
of a professional salesman. If a sales- 
man possesses them to a high degree, 
he will never be classed as an “order- 
taker.” He will be the best in the 
business. The End 
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JIM BOYNTON, FAWCETT’S NEW VICE-PRESIDENT AND DIRECTOR OF ADVERTISING 


“I put in 22 years at The American Weekly. “He spoke about Faweett’s editorial prog- 


I had a good job, Eastern Advertising Man- 
ager. I had a substantial future. Many of my 
associates are close friends. I never thought 


of leaving them. 


“Some weeks ago I met Roger Fawcett. He 
told me a great deal about recent Fawcett 
changes. I got a different slant on some of 
the things I had read in the trade press. I be- 
came convinced that he had done what many 
publishers have yet to do—put his house in 
order for the rugged days ahead. 


ress. He was blunt on the realities of effective 


circulation. And most emphatic about 
Fawcett stepping up its service to advertisers 


and agencies. 


“We got together several times after that be- 
cause we both wanted to. One of these times 
Rdger offered me a job. No sales talk, no per- 
suasion. I sold the opportunity and plans for 
the future to myself. So I took it. I say now, 


enthusiastically — watch Fawcett!” 


ee 
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ROGER FAWCETT, VICE-PRESIDENT AND GENERAL MANAGER OF FAWCETT PUBLICATIONS 


“Every move we've made at Fawcett these 
past few months has been with our eyes wide 
open. We, like other publishers, put on a lot 
of fat in the fabulous °40’s. Well, now we've 
cut it off. 


“Next, we’re building up, here at headquar- 
ters and in the field. A big first step—a new 
national advertising director. Needed—a man 
with a real record and high respect in the 
field. And we found him—Jim Boynton. 
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“We had our talks quietly. But these things, 
somehow, always get out. I'd get a phone call 
or a note from a mutual friend, mentioning 
Jim, praising his effectiveness with Hearst 
and Crowell-Collier, complimenting his ma- 
ture judgment and solid performance. The 
consensus—‘a good man if you can get him.’ 


“Well, Jim’s on the job. Things are going to 
start to happen. This is only the beginning. 
I, too, say—watch Fawcett!” 


(ADVERTISEMENT) 
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INSIDE OLIVETTI: Curvalinear sales tables and a suspended look. 


INSIDE ONEIDA: Walnut 
paneling and anticipation. 


Stage Sets 


For Sales— 
1954 Model 


In May, two company presidents made 
similar and almost simultaneous an- 
nouncements: their Manhattan show- 
rooms had been re-designed to keep pace 
with “overall sales requirements.” Both 
invited the press for a look-see. 

Said Dino Olivetti, president, Olivetti 
Corporation of America: “The store (re- 
tail) is both a showcase for our business 
machines and a visual salesman for the 
basic Olivetti philosophy that dominates 
the parent company in Italy and our 
stores and displays around the world. 
Good design . . . is good business.” 

About eight blocks away, M. E. Robert- 
son, president and general manager, 
Oneida Ltd., silverware manufacturers, 
stood in the new 24th-floor “Silver 
Tower” showroom, and under an alumi- 
num facade, had this to say: “The new 
salesroom (for visiting buyers) will 
markedly increase the company’s ability 
to anticipate the customer’s needs and 
conserve his valuable time. Our entry 
into the growing stainless steel field and 
the formation of a new special sales 
division made the expansion necessary. 
With more than 40 trademarks offered 
to consumers in all quarters of the globe, 
display room had to be increased.” 

The Olivetti store, 580 Fifth Ave., was 
designed by international architects 
Belgiojoso, Peressutti and Rogers, Milan, 
Italy. Oneida’s showroom, 99 Park Ave., 
was created by Walter Dorwin Teague 
Associates, New York City. 

While the two presidents did not agree 
on motif, their motives were identical: 
better customer service. The End 
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REYNOLDS WRAP 


ALUMINUM 
PACKAGING vf rpm 


TRADE MARK pa wn ; 


More and More... 
_ Mrs. nie” 


a 


Reynolds great campaign on the Reynolds Wrap 

Aluminum Packaging Seal continues...selling more 

and more housewives. A timely full-color page in 

( July Family Circle is just a part of the great Reynolds 

The Package that puts f promotion that has already featured full-color pages 

Refreshing ! ; in Life, Good Housekeeping, McCall's, Ladies’ 

the fresh in / Home Journal, Household and Woman's Day... 
with other ads scheduled throughout the year! 


Another big plus in the “‘seal” program is the cumu- 
lative impact of “Mr. Peepers” on TV week by week. 


But an even greater force behind the growing im- 
portance of the seal is Mrs. Consumer and her super- 
market cart. She insists on protected quality. That's 
why it pays to feature aluminum protection, and the 
Seal that tells its story best...The Reynolds Wrap 
Aluminum Packaging Seal. 


Reynolds Metals Company, General Sales Office, 


SA a " > ) = Louisville 1, Kentucky. 
heouy waite j . 


dost WRAP 


Cy ‘ ; — FS) SEE “MISTER PEEPERS,° 


starring Wally Cox, 
Sundays, NBC-TV Network), 


On June 26% 
The New York News 


was 39 years old 
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e For the last twenty-nine years, The News has had 
the largest circulation of any newspaper in America; 
and for the last twelve years, twice the circulation of 
any other newspaper, daily or Sunday, in this country. 
(Six months average, period ending March 31, 1954: 
Daily 2,039,799; Sunday 3,803,374.) 


e@ for the last twenty-three years. this newspaper has 
been first in New York in retail advertising: and for 
the last twenty-one years, first in display advertising. 


(The News does not carry undisplay classified.) 


@ Because The News has been. and is, better read, 
better liked. by more people than any other newspaper. 
it has consistently offered advertisers more. value. 


in the best market in this country. 


e It is our aim, anc our hope, that The News will serve 


its readers and advertisers even better in the future. 


ry . i wa TT ON . . a a Fe 
THE &@NEW 8S. New York’s Picture Newspaper 
220 East 42nd St., New York .. . Tribune Tower, Chicago 


155 Montgomery St., San Francisco... 1127 Wilshire Blvd., Los Angeles 
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Fort Wayne 


FORT WAYNE 
BEST 
FOR 
TEST 


Ist in midwest in cities of 75,000- 
150,000. 


2nd in nation in same group. 


6th in nation for all cities of all 
size.* 
*Sales Management, Nov. 10, 1953 


THERE'S A REASON 
Valuable cooperation on all 
test campaigns. 


Write for the 
“GOLDEN ZONE” MARKET BOOK 


FORT WAYNE NEWSPAPERS, INC. 


Agent for 


The News- Sentinel 


ond 


THE JOURNAL-GAZETTE 


Represented by Allen-Klapp Co. 
New York — Chicago — Detroit 


COMMUNICATIONS CLINIC 


TRAINED 
12-MAN TEAM 


NOW SELLS WHOLE SOUTH 


Why not for you? 


John T. Everett & Co. is an 
unique organization in the hard- 
ware and industrial supply 
fields. We give close and profit- 
able contact with every distribu- 
tion outiet in the South from 
Virginia to Texas. We maintain 
warehouses in key cities and de- 
velop complete promotion pro- 
grams. Write for our bulletin 
“Selling The South Today.” 


JOHN T. EVERETT & CO. 


Memphis 1, Tenn. Since 1913 


for WATCHES 


If you use name brand watches for 
awards, presentations or sals incentive 
wlans, it will pay you to contact TESLA. 
As AUTHORIZED DISTRIBUTORS for 
LONGINES, LE COULTRE, BULOVA, BEN- 
RUS watches, we can fill your require- 
ments promptly for one or 1,000 watches. 
Our service to top national firms since 
1945 is your assurance of satisfaction. 
For further information, brochures and 
price list, write to Dept. SM 


TESLA DISTRIBUTORS INC. 
387 E. Fordham Road, New York 58, N.Y. 


"Soule 


How to Make Friendly Contact 
With Your Reader 


BY CHARLES BURY 


A letter is signed and sealed and 
speeds on its way... 

The next morning as the other per- 
son scans the typewritten words, he 
is urged to send in a payment. To fill 
out a form. To send a reply back by 
a certain date. To do one of a count- 
less number of things. His reaction 
makes a big difference to you. 

“What's in it for me?” wonders 
the other person. And based on your 
letter writing skill, he is either at- 
tracted or repelled. He decides to act, 
to reply, to feel favorably toward you 


and your company—or to toss the 
letter aside. 

“What’s in it for me?” The one 
big question running through people’s 
minds. By customers, prospects, cli- 
ents. By everybody in the whole 
wide world! 

And until that question is an- 
swered, very little progress is made. 
Learn to answer that question, in 
every letter you write. You will have 
achieved a priceless asset that sets you 
off as a master letter writer. This is 


the ability to think YOU instead of I. 


Think “You’ 


response you get. 


WE 
To help us keep our rec- 
ords clear please send 
in a duplicate copy of 
the invoice. 


We have your order of 
Jan. 10 which we have 
referred to our dealer 
who tells us that he 
will make delivery this 
next week. 


Since we: would like to 
clear these items from 
our stock we would 
appreciate your order 
today. 


Rare is the correspondent who talks in terms of the other person's 
interests. It's just human nature to talk about yourself. Try substitut- 
ing "you" for "I" or "we" however, and see the difference in the 


In B-U-S-I-N-E-S-S the "U" comes before "I" 


Instead of “I” 


YOU 


So your account can re- 
ceive prompt credit, 
would you send in a du- 
plicate copy of the in- 
voice. 


You will be glad to know 
your order will be ship- 
ped to you this next 
week by the dealer in 
your area. 


You can take advantage 
of direct savings by 
placing your order to- 
day. 


© 1954 Charles Bury, Charles Bury and Associates, Dallas 
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how to give your 
salesmen more 


with interested prospects 


A recent study made by the Sales Executives Club of New York showed these two interesting extremes: 


Industrial salesmen secure an average of only 9.2 
orders per 100 COLD calls. Here, of course, 

the salesman usually has to start from scratch, and 
do most of the “educating,” informing and selling. 


But out of every 100 calls made after buyers 
had studied a potential supplier's catalog 


and invited the salesmen fo call, the average 
orders per 100 calls jumped from 9.2 to 38.4. 


So how do you get more buyers to invite your representatives to call? 


Obviously, by getting more buyers to use your 
catalog more often. Getting manufacturers cat- 
alogs used has been the whole business of Sweet's 
for 48 years. 

Sweet's can (1) help you design your catalog 
so as to make it easy for potential customers to 
identify your product as the answer to their 
specific needs and to call in your representative, 
(2) place your catalog in the right offices of all 
companies of interest to you, (3) make sure your 
catalog is maintained in all these offices so that 
it is instantly accessible when buying needs 


“The more your catalog is used by potential customers, 
the more often your representatives will be invited to call!” 


Sweet's Catalog Service 


Division of F. W. Dodge Corporation 
Designers, producers and distributors of manufacturers’ 
catalogs for the industrial and construction markets. 


Dept. 16, 119 West 40th St., New York 18, N. Y. 
Atlanta + Boston « Buffalo + Chicago « Cincinnati 


Cleveland + Dallas + Detroit « Los Angeles 
Philadelphia + Pittsburgh « St. Louis « San Francisco 
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arise, (4) enable your advertising to lead each 
“warmed-up” prospect directly to your catalog 
so as to speed his action from interest to catalog 
use to invitation for your representative to call. 

Currently Sweet’s is helping 1,550 manufac- 
turers get their catalogs used more often by 
good potential customers. 

The Sweet's district manager near you will 
be glad to show you how we work with manu- 
facturers to help them give their salesmen more 
golden hours with potential customers who 
have used their catalog and invited the call. 


poco ------------------ 


This free booklet will heip you see how you can get more 
potential customers to invite your salesmen to call. 
7] Free booklet, “‘Your.catalogs—key to moreworders at lower cost.’ 


() Please have your district manager show me how industrial 
marketers get more orders through improved catalog procedure 


STREET 


But why MEN over 45? 


Our doctors still don’t know 
why, but if you are a man 
over 45 you are six times as 
likely to develop lung cancer 
as a man of your age twenty 
years ago. They do know, 
however, that their chances 
of saving your life could be 
about ten times greater if 
they could only detect can- 
cer long before you yourself 
notice any symptom. (Only 
1 in every 20 lung cancers is 
being cured today, largely 
because most cases progress 


too far before detected. ) 


That's why we urge that you 
make a habit of having your 
chest X-rayed every six 
months, no matter how well 
you may feel. The alarming 
increase of lung cancer in 
men over 45 more than jus- 
tifies such precautions. Far 
too many men die need- 


lessly! 


Our new film “The Warning 
Shadow” will tell you what 
every man should know 
about lung cancer. To find 
where and when you can see 
this film, and to get life- 
saving facts about other 
forms of cancer, phone the 
American Cancer Society 
office nearest you or simply 
write to “Cancer’~—in care 
of your local Post Office. 


American 
Cancer 


Society 


WORTH WRITING FOR... 


Booklets, surveys, market analyses, promotional pieces 


and other sales literature useful to marketing executives. 


New Products: How fast are they 
making inroads on established brands? 
The Omaha World-Herald’s 10th 
Annual Consumer Analysis shows in 
detail brand preferences for more than 
150 product classifications, including 
food and drug items, soap products, 
beverages and tobacco, automotive 
and household equipment and appli- 
ances, plus market analysis data. 
Typical of the new products with 
high ratings is Gleem toothpaste. In- 
troduced last August, it has captured 
third place with a brand preference 
of 16.7%. Colgate continues in first 
place with 38.9%, down from 45.6% 
in the 1953 report. Pepsodent holds 
second, 19.8%. Write E. T. Mc- 
Clanahan, Promotion Manager, The 
Omaha World-Herald, Omaha _ 2, 
Neb. 


The Cincinnati Market: A report 
published by Cincinnati Times-Star, 
which presents actual Payroll Poll 
figures, together with bank debits 
(for Cincinnati only) and _ three- 
county estimates of retail sales and 
effective buying income from SALES 
MANAGEMENT. Some of the high- 
lights: From 1938 to 1953 payrolls 
increased from $140,370,800 to $683.- 
712,922; number of employes, from 
82,033 to 169,304; average annual 
wage, from $1,469 to $4,081. Retail 
sales from 1938 to 1952 increased 
from $289,833,000 to $1,035,997.- 
000; effective buying income, from 
$449,948,000 to $1,614,389,000; 
bank debits, from $3,859,523,613 to 
$14,526,492,805. Write to Karl 
Finn, Advertising Manager, Cincin- 
nati Times-Star, Cincinnati, O. 


Changes in the Original Equip- 
ment Market: Survey of a cross- 
section of 1,500 establishments con- 
ducted by Machine Design. Findings 
reveal that 63% of the plants have 
made design changes in standard 
products within a six-month period; 
30% of them already have plans to 
make still more changes in another 
six months; 40% of those that have 
not made changes, plan to do so with- 
in six months; in 45% of the plants 
making design changes, more than 
half of the specifications are new. 
There are data on special industry 


machinery and equipment; general 
industry machinery and equipment; 
household appliances and devices; of- 
fice and store equipment; transporta- 
tion equipment; electrical equipment ; 
instruments and measuring devices; 
miscellaneous equipment. Write to 
Robert L. Hartford, Business Man- 
ager, Machine Design, Penton Build- 
ing, Cleveland 13, O. 


Chicago Warehouse Directory: 
Now, for the first time, shippers may 
have in one book all important in- 
formation about Chicago warehouse 
facilities. Published as a public serv- 
ice by Chicago & Eastern Illinois 
Railroad, it provides information on 
128 public merchandise warehouses 
in the Chicago Switching District, 
including the 95 with rail service. 
Conveniently tabulated, to assist in 
locating space where it has become 
increasingly scarce, it includes: ware- 
house names, addresses and telephone 
numbers; kinds of commodities 
stored; amount of licensed public 
storage space; materials handling 
equipment; available railroad and 
switching services; descriptions of 
buildings; fire and pilferage protec- 
tion; insurance rates on goods stored ; 
special services performed on goods; 
map of Chicago Switching District ; 
switching charges between ware- 
houses and industries. Write to Ar- 
thur Longini, Director, Research, 
Chicago & Eastern Illinois Railroad, 
332 S. Michigan Ave., Chicago 4, III. 


Route Guide to Grocers in Grand 
Rapids, Mich.: Published by The 
Grand Rapids Press, it is divided into 
seven routes and includes not only 
lists of all the grocery stores in Grand 
Rapids, but tells whether or not the 
stores carry groceries only, groceries 
and fresh meats, meats only, frozen 
foods, beer, toiletries and medical 
items. It also gives the stores’ tele- 
phone numbers and indicates whether 
or not they are super markets. New 
in this edition, are lists of grocery 
stores by town and county in towns 
of 1,000 population or more located 
in the Grand Rapids Retail Trade 
Zone. Write to Joseph P. Lynch, 
Promotion Manager, The Grand 


Rapids Press, Grand Rapids 2, Mich. 
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NOW. .. |) new 


ouide for gearing your 
advertising and sales 
to today’s market potential! 


ME , 
TALWORKING MARKETS 


in the United States 


Here’s NEW Information 
on The Metalworking | ey 29 NATIONAL MAPS 


show concentration of 
metalworking industry 


Market That Helps You... jo Bp tinue: 


formed, size of plant. 


| 48 STATE MAPS (plus 

' one for District of 

° | Columbia) detail plant 

e ~ t a b l ] ~ h | concentration down to 
| the county level; ideal 


a workable blueprint | for working out market 
i ' areas and sales ter- 


for greater sales wineries. 

in a growing industry 
DETAILED BREAK- 
DOWNS tabulated ac- 
cording to the govern- 
ment S.I.C. code’s 2, 3 
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STEELs 
1953-54: 


Metalworking Census! 


It reveals these timely facts vital to your sales planning today. . . 


Metalworking America has doubled in size in the 
past 6 years. 


Metalworking’s sales volume is more than twice 


that of 1947. 


Metalworking now purchases two times the equip- 
ment it did in 1947. 


Since 1951, more than 3000 important new metalworking plants 
have entered the market. Do you know where they are?...do 
you know which ones are worth your time at today’s high cost of 
sales contacts ? 


These are some of the questions you can answer with the help of 
STEEL’s new Metalworking Census data now available in a 255- 
page sales planning guide titled “Metalworking Markets in the 
United States.” 


It can, for example, help you pinpoint potentials by products, 
plants, and operations—give you new facts geographically on 
national, state and major county levels—and can serve you in 
many other ways as well. ‘Metalworking Markets” is another 
STEEL “first” ...a unique planning guide available from no 
other source. 


NEW 35” x 22%” WALL MAP, 
printed in 4 colors, graphically pic- 
tures the relative importance of the 
market areas that make up Metal- 
working America. 


STEEL PENTON BUILDING . CLEVELAND 13, OHIO 
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can work for you in helping 
to gear your sales efforts to 


today’s market potential. 


your selling program 


Four Rules for Designing 
A Workable Incentive Pay Plan 


Direct incentives at achievement of the company's 


marketing objective. 


Design incentives with easily understood computations 


related to sales effort. 


Base incentives upon understood and accepted goals. 


Establish incentive rates that increase with higher volume 


but result in a decreasing percent of cost to sell. 


BY J. O. VANCE 
McKinsey & Company 


Over 80% of the salesmen we 
work with are dissatisfied with thei 
compensation arrangement. The most 
frequent complaints are: 


“We don’t understand what the 
company is trying to accomplish with 
our compensation plan.” 

“We can’t estimate our incentive 
payments or relate sales effort to 
these incentives.” 
3. “Our incentives are not based 
upon goals that we understand or 
accept.” 

4. “Our incentive rates decrease as 
our volume increases, even though 
each dollar of additional sales be- 
comes more difficult to obtain.” 

The record on management’s han 
dling of incentives is not untarnished. 
Some incentive arrangements are jus- 
tifiably either 
“runaway earnings” or being just 
plainly unproductive. 

It has been our experience that 
profits and enthusiasm are maximized 
when incentive arrangements follow 
four important concepts 


accused of creating 


Direct Incentives at Achieving 
the Company's Marketing Objec- 
tives 


A corporation's marketing objective 
is seldom as simple as increasing sales 
volume alone. Careful research will 
usually break generalizations — on 
growth objectives down into detailed 
goals relating to market position by 
geographic areas, product groups, cus- 
tomer classifications, or channels of 
distribution. In addition, it may be 
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advantageous to increase margins and 
reduce distribution costs. 

After definition of marketing ob- 
jectives it becomes possible to focus 
incentives upon them and to encour- 
age the sales team to assist in their 
achievement. There are a number of 
techniques for accomplishing this. The 
following examples show the tech- 
niques adopted in each of several 
instances. 

A commercial printing firm planned 
to expand by obtaining the business 
of a selected group of potential cus- 
printing requirements 
would provide recurring long-run 
orders. These potential customers 
were assigned among the sales group 
and designated as ‘‘key accounts.” An 
additional 20% premium compensa- 
tion was paid on an account’s volume 
until $100 in premium compensation 
had been accumulated from the ac- 
count. 

A pharmaceutical manufacturer 
was interested in contracting to sup- 
ply hospital requirements on an an- 
nual basis. It was trade practice for 
these hospitals to sign a service agree- 
ment providing a cumulative quantity 
discount on their purchases. This ob- 
viously made it advantageous for the 
hospital to obtain all of its supplies 
manufacturer. This com 
pany provided the salesmen with an 
incentive payment for signing a: serv- 
ice agreement with a new account and 
also a payment based upon the volume 
bracket reached by the account. 

A commission agent carrying a 
number of lines with varying margins 
wished to concentrate selling empha- 
sis on various product groups at dif- 


tomers whose 


trom one 


ferent periods during the year. The 
lines were grouped into A. B, and C 
product groups, with the A group 
carrying the highest percentage of 
sales commission, and the C group 
the lowest. This not only allowed 
commission rates to reflect margins, 
but also made it possible to greatly 
increase sales emphasis by moving a 
line into a higher product group. 

An industrial distributor's salesmen 
could influence prices and manage- 
ment wished to lengthen margins. 
Incentive factors were applied to both 
the order’s margin and the gross bill- 
ing. These percentages were set to 
produce approximately an equal num- 
ber of dollars for the salesman from 
each source. Hence, at the outset mar- 
gin and volume were of comparable 
concern. By shifting this relationship, 
attention. was focused from margin 
to volume, or contra. 

A food products manufacturer 
needed to emphasize his salesmen’s 
service responsibilities aside from the 
direct production of sales. Often these 
responsibilities required salesmen to 
perform missionary work, conduct 
merchandising activities, make collec- 
tions, or train salespeople. Such duties 
occupied a large percentage of a sales- 
man’s time. In this situation it was 
not wise to base a large share of a 
man’s compensation upon the produc- 
tion of volume. This could reasonably 
have been expected to cause the neg- 
lect of service duties and concentra- 
tion upon new business calls. Rather, 
the salesmen received a large share of 
their total compensation in the form 
of base salary with only a small in- 
centive factor for new business. 

Salesmen and management enjoy 
common interests and sales effective- 
ness is increased when salesmen first 
understand their company’s marketing 
objectives, and secondly benefit in 
compensation when they assist in the 
accomplishment of these objectives. 


Il. Design Incentives with Easily 
Understood Computations Re- 
lated to Sales Effort 


The most effective incentives are 
possible when salesmen can quickly 
relate earnings to effort by comput- 
ing incentives from records made 
available to them. Compensation ar- 
rangements of this nature are often 
known as “direct incentives,’ and 
when we can relate sales productivity 


In Akron 
Starting 


The Akron Beacon Journal will accept ONE COLOR and 
BLACK, 2 COLORS and BLACK and FULL COLOR R.O.P. 
advertising in both DAILY and SUNDAY issues starting 
September 1, 1954. 
Take advantage of the FULL COVERAGE offered by Akron’s 
ONLY daily and Sunday newspaper by selecting this rich 


market to receive your complete color schedule. 


For color rates, closing dates and other information, call 
your nearest Story, Brooks & Finley man, or write The 


Beacon Journal General Advertising Department. 


AKRON BEACON JOURNAL 


OHIO’S MOST COMPLETE NEWSPAPER 


to an individual salesman, a “direct 
incentive” can usually be developed. 

Direct incentives in their simplest 
form pay the salesmen a percentage of 
sales over a certain volume base. 
More complex direct incentives may 
be computed as a function of sales or 
margins by products or lines, or by 
type of customer, or channels of dis- 
tribution. Care should be taken not 
to put too many of the above factors 
into one plan. 

If the salesmen can exercise little 
influence over the product mix or the 
volume purchased by certain custom- 
ers or channels, there is little use in 
emphasizing these activities by vari- 
able commission rates. Occasionally 
companies will want to vary commis- 
sion rates because of varying profit 
margins. However, if product and 
customer mix cannot be greatly al- 
tered by the salesman, an average 
rate for all products has the same net 
effect. This arrangement will also be 
simpler for both management and the 
men to compute. 

There are three basic situations 
where direct incentives are not prac- 
ticable. In these cases an incentive 
that salesmen can regulate to sales 
effort can be designed upon what is 
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frequently called a “group incentive” 
basis. The following are examples of 
this situation: 

1. When there are several sales- 
men all working cooperatively on each 
sale, it may be impossible to estab- 
lish any rules for dividing sales credit. 
In this situation no salesman can 
know his exact contribution as an 
individual. A division of a bonus fund 
on the basis of management’s evalua- 
tion of individual performance is usu- 
ally employed under these circum- 
stances. This often occurs when spe- 
cialists work with different depart- 
ments or divisions of a customer’s 
organization to influence a final buy- 
ing decision. 


Examples of Time Lapse 


2. A considerable lapse of time and 
variance between orders received and 
final amounts billed makes the estab- 
lishment of direct incentives difficult. 
This type of situation frequently ap- 
pears in the construction industry 
where billing is not complete until the 
completion of the project. Sometimes 
salesmen can be given as an imme- 
diate payment a percent of the orders 


received, and the balance at the time 
of billing. 

3. When salesmen detail prospects 
who subsequently order through a 
wholesaler, it is often difficult to allo- 
cate sales credit. This is particularly 
true when one wholesaler ships to 
several salesmen’s territories and vol- 
ume cannot be traced by territories. 
This situation is frequently found in 
the pharmaceutical and food indus- 
tries. Often these salesmen receive 
about 90% of their total compensa- 
tion in the form of base salary and 
participate in a bonus fund derived 
from total sales. This bonus fund may 
be divided on the basis of perform- 
ance evaluation factors. 

It is important that salesmen un- 
derstand the computation of incen- 
tive payments. In the case of “group 
incentives” a committee usually as- 
sumes the responsibility for setting 
individual shares of an incentive fund. 
Salesmen must understand the evalua- 
tion basis that will be employed. This 
evaluation, when reviewed with the 
man, provides an excellent training 
tool. 

Salesmen working under a direct 
incentive usually maintain a record, 
from invoice copies, of their position 
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NEW BEDFORD’S 
Chapter 3 


REVERE COPPER & BRASS J | “Industrial Revolution 
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@ Revere Copper & Brass, Inc. of New Bedford 
is a direct descendant of the original copper mill at Canton, Mass., founded in 1801 by 
Paul Revere, whose midnight ride heralded the start of the American Revolution. @ The pioneer enterprise 
cast bronze howitzers for the army, rolled sheathing for the U. S. Frigate CONSTITUTION, made boiler plates 
for Fulton's early steamships, and cast church bells for New England steeples. @ Moving to New Bedford in 1928, 
Revere’s thoroughly modernized plant today produces copper and brass strips, sheets, plates, rods, and textile 
printing rollers. @ Recently Revere has turned out large quantities of ammunition brass and condenser plates for 
Navy ships including the nuclear submarine NAUTILUS launched in January. @ In 1953, Revere’s over seven hundred 
employees received more than three million dollars in wages. @ Revere’s progress is another chapter of the “Industrial 
Revolution” by which New Bedford has been transformed in the past 20 years from a “textile city” into a great 
diversified manufacturing center (New Bedford still retains the best and strongest of its textile mills). 
Why New Bedford Attracts New Industries! 


@ Because of its strategic location, having water, rail, bus, and excellent air 
transportation. @ Because of the availability of an adequate supply of skilled and dependable 
workers. @ Because it has fine public, private, and parochial schools and fine churches of every 
faith. @ Because of its accessibility to many beautiful beaches which make for summer-long 
health and happiness for worker and employer alike. 


Blanketing the New Bedford Area—4th Market of Massachusetts! 


ONE PAPER COVERAGE 
CITY ZONE 99%—ENTIRE MARKET 91% 


Daily Average Net Paid for Year 1953 - EVENING 58,988 - SUNDAY 50,272 


in relationship to quota, and then 
need only apply the appropriate pe: 
centage to their sales to estimate in 
centive compensation. In addition to 
invoice copies, the salesmen should 
receive periodic summary reports of 
sales and computation of incentive 
earnings. 

When seasonality or other factors 
are likely to cause fluctuations in vol 
ume, it is wise to guard against an 
overpayment of either direct or group 
incentives in any given period. An 
easy approach to this situation is to 
pay one-half of the incentive con 
pensation at the end of each period 
and the balance at the year’s end, 
when the year is calculated in total. 

Salesmen react positively to incen- 
tives when a_ direct relationship 
between effort and earnings is experi- 
enced. Strongest are ‘‘direct incen- 
tives’ where the men can estimate 
their incentive payments. 
incentive’ plans, while less direct, 
have proved considerably more effec- 
tive than straight salary plans. 


“Group 


Ill. Base Incentives upon Under- 
stood and Accepted Goals 


A quota adds to an incentive what 


par adds to golf when 
understood and accepted. 

An excellent quota-setting tech 
nique is to solicit the help of the sales 
men by requesting their estimates of 
anticipated annual sales. It will be 
found that these estimates will make 
a major contribution toward formu 
lating the company’s total sales fore- 
cast. When this procedure is followed, 
the salesmen automatically have a 
voice in setting their quotas. Sales 
men’s estimates are usually overly 
ambitious, and need to be seasoned 
with marketing research judgment. 


quotas are 


CALL 


The final adjusted figure should be 
reviewed with the salesman and its 
effect upon his potential incentive 
earnings fully discussed. 

A western distributor with a large 
sales force obtained outstanding re- 
sults by adopting this practice of re- 
questing volume estimates and _ hold- 
ing “quota reviews” to discuss com- 
pensation opportunities. Although 
lines were frequently changed and 
forecasting had always been a serious 
problem, the salesmen’s estimates not 
only assisted forecasting, but made the 
quotas upon which incentives were 
based more palatable to them. 

Incentives, when related to ac- 
cepted quotas, provide first a reward 
for obtaining a desired share of po- 
tential business, and secondly insure 
reaching a given percent cost to sell 
before the payment of incentives. 

Not only do salesmen respond well 
to incentives properly related to ac- 
cepted quotas, but management gains 
an excellent sales performance guide. 


IV. Establish Incentive Rates 
That Increase with Higher Vol- 
umes, But Result in a Decreasing 
Percent Cost To Sell 


Most sales managers will 
that when a salesman reaches over 
quota volume, any supply of “‘easy 
sales’ has been exhausted and incen- 
tives should be maximized. Salesmen’s 
productivity and morale are also im- 
proved when incentive rates begin at 
an obtainable point below the sales 
goal, and increase in ‘rate once the 
goal is passed. As the following ex- 
ample shows, it is possible to increase 


agree 


incentive rates with higher volume 
and still insure an eve 


percent cost to sell. 


decreasing 


A medical products company’s 
salesmen received their base salary un- 
til 80° of quota had been reached. 
From 80 to 100% of quota, an in- 
centive rate of 1% on net sales, was 
paid. An incentive rate of 2% was 
paid on volume in excess of quota. 
This simple plan provided the sales- 
men with an increasing incentive rate 
with higher volume, and placed no 
limit on possible earnings. 

It is important to note that while 
the man’s incentive percentage and 
earnings increase with the highe: 
volume, the trend of this cost as a 
percent of sales volume is steadily 
decreasing. This percent cost to sell 
would continue to drop with increased 
volume until a point near 2% was 


reached because 2% is the highest in- 
centive rate in the plan. 

The actual incentive rates desirable 
for a specific sales group will depend 
upon answers to the following ques- 
tions: 


1. ‘To be most effective, what 
share of total compensation should 
be paid as incentive? 

2. What is the desired level of 
total compensation at various levels 
of productivity? 

It often requires considerable study 
of sales costs, the sales job, and in- 
dustry practices to answer these ques- 
tions. Generally we have observed 
that higher-price products and serv- 
ices carry the higher levels of com- 
pensation, of which a larger share is 
made up of incentives. 

Salesmen believe they have an 
actual stake in their company’s future 
when they share the benefits of in- 
creased sales. Problems of “runaway” 
sales costs are avoided when. this is 
accomplished. The End 


THE DAIRY PRODUCTS INDUSTRIES SPEND MORE THAN 


$500,000,000 ANNUALLY FOR EQUIPMENT AND SUPPLIES 


us Reach decision-makers by advertising in their favorite magazines. Any way you figure it — by all known standards 
of media measurement — these three magazines are tops in the field: 


COLLECT 


THE MILK DEALER — 17% more paid subscribers, 88% more advertisers, and 110% more total pages of advertising 
during 1952, than the next publication 


THE ICE CREAM REVIEW — 20% more waid subscribers, 40% more advertisers, arid 31% moye total pages of advertising 


long distance 
when you want 
information 


BRoadway 
1-1135 


during 1952 than the next publication 


THE MILK PRODUCTS JOURNAL — the ONLY monthly ABC publicetion in the field—- serving the industries, that process 
over half of the nation's milk. 


Your selling story belongs in these magazines for action in a progressive, unlimited market. For effective low 
cost advertising coverage throughout the entire dairy industry — your best buy is in the OLSEN PUBLICATIONS. 


For the most effective circulation at the LOWEST COST PER 
THOUSAND YOUR SALES MESSAGE BELONGS IN THE OLSEN PUBLICATIONS 


COMPANY 


Milwaukee 12, Wisconsin 


OLSEN PUBLISHING 


THE 


1445 North Fifth Street 
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How to reduc  caenneadaia in advertising 


The reduction of guesswork starts with a painstaking analysis 
of the advertiser’s sales experience. But there are definite 
limits here. Call reports, or the salesmen’s theories as to why 
some people buy and others don’t, can be misleading. 

Confusing, anyway. Surely you've sat in sales meetings 
where each man expressed a different, but equally positive 
idea of the one best sales approach! 


Today there is a new and inexpensive way to sharpen the 
common denominators of your best sales approaches as they 
apply to each of the different fields you sell. It is a highly 
specialized type of personal sales investigation which we 
have developed over a period of many years. 


We call it “Ditch-Digging” research. It digs underneath 
the reasons your prospects give for not buying. Its approach 
is unbiased; we get a client’s potential customers to talk about 
things they normally wouldn’t tell his salesmen. It goes 
beyond the scope of most “depth interviewing” in that every 
one of our investigators has had considerable sales experi- 
ence. Thus you are well assured that the work we do for you 
will be handled tactfully and with genuine “sales sense.” 


And the chances are very good that their experienced 
sales perception will help you crystallize the conditions to 
be met in each field; will materizlly reduce the guesswork 
that hampers advertising effectiveness. 

Sometimes, naturally, this work is of a highly confidential 
nature. But there are many cases we can tell you about, if 
you'd like to hear how other companies have used Hopper 
Company Sales Investigations to get “Ditch-Digging Adver- 
tising That Sells by Helping People Buy.” 

The Schuyler Hopper Co., Market Research, Sales Pro- 
motion, Advertising, Twelve East Forty-first Street, New 
York 17, N. Y., LE 2-3135 
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CHICKEN CHEMICALS: The entire output of Pan 
American Refining’s new methyl mercaptan 
plant in Texas City will be used by Du Pont 
for production of feed-grade methionine 
That’s a poultry diet additive that puts 
more meat on the fowl, improves disease re- 
sistance and reduces pinfeathers. And even 
bigger demand looms among breeders of 
livestock, dogs and fur-bearing animals. 


chicken chemicals, 


LUMBER DUNK in chemicals is now being used on 
private residences. Treatment gives wood longer 
life, greater insect resistance, more water re- 
pellency, doesn’t prevent painting . . . costs 
average about $300 per home. The builder has 
patented the process ... buys raw materials 
direct and formulates his own preservatives. 


GAL OVERBOARD illustrates applications for Koppers’ 
new bead-type, foam polystyrene. Makers see big 
outlets in lightweight toys, life belt floats, packing 
materials and a host of other uses. Insulation prop- 
erties are good, it can be sawed and nailed like wood, 
and it’s easy to mold. Another example of continuing 
new product development that keeps CPI production 
headed upward. Last year’s output value ...$59 billion. 


ALERT MANAGEMENT: Long outstanding in commercial explosives, Atlas Powder’s drive for chem- 
ical diversification has made it a leader in the sorbitol and emulsifier fields. With the Wilmington 
plant operating at near capacity, Atlas president Ralph K. Gottshall is launching new emulsifier 
production facilities in Memphis and Brantford, Ontario. “Keeping ahead of your markets 
is vital to the chemicals producer,” says Gottshall. “CHemica. WeeK makes the job easier.” 


Competition’s getting sharper in the Chemical Process 
Industries . . . in petrochemicals, plastics, protective 
coatings . . . in all the multifarious sectors of this vast, 
indefatigably-moving market. Every process business- 
man is constantly pushing for new applications and 
wider distribution to match the prodigious array of 
new products and record-breaking gains in output. 
And they’re leaning more heavily on CHEMICAL WEEK 
to point up their money-making opportunities . . . to 
dissect the news and underscore the facts that lead 
to new business and profits. 


Reporting, researching, interpreting . . . CHEMICAL 
WEEK is an inexorable hunter of the happenings 
affecting the chemical dollar. That’s why it’s sought 
by executives at every stage of planning, decision- 
making, buying and specifying . .. read by more busi- 
nessmen than any other magazine in this busy, news- 
making market. That’s why it’s the fastest-growing 
CPI business paper .. . in its fourth straight year as 
biggest gainer of circulation and advertising pages. 
Here in the Chemical Process Industries, CHEMICAL 
WEEK is management’s own magazine. 


alert management, and... Chemical Week 


in the chemical process industries... it's management’s own magazine 


A McGRAW-HILL PUBLICATION * ABC-ABP 
McGRAW-HILL BUILDING, NEW YORK 36, N.Y. 


MANAGEMENT looks 
to the ACCOUNTANT 


...+ for advice in the 
dared of record-keeping, 
reporting, insurance and 
finance. Send for ‘‘the 


3rd party to 
a sale" 


CIRCULATION 


—<America’s foremost accounting 270 MADISON AYE. 


and financial management magazine NEW YORK 16, N.Y. 


A Local Magazine 


We don't go in for store-bought, 
patent inside Sunday supplements. 

We had a little rotogravure section 
for a few months, threw it out and got 
only 3 kicks. 


Instead of mail order roto, we print 
our own Florida Magazine, a 16 to 20 
standard newspaper page book every 
week, This is equal to 32 or 40 tabloid 
pages. And we use quite a bit of color 
. « « No process color, but enough color 
to create an impression. 


And national accounts are using our 
Florida Magazine because it is the only 
way to reach Central Florida's 250,000 
people. 


Orlando Sentinel-Star 
Orlando, Florida 


Nat. Rep. Burke, Kuipers & Mahoney 


THE PRINTSLY GIFT 
DELANO 
PRINTS 


DELANO STUDIOS 
31 East 18th Avenue 
Denver 2, Colorado 


Send for folder, Q.P’s. On your letterhead please. 


Coming .. . 


He Was Given 
The Brush-Off 


Mechanics needed a new tool, 
people would manufacture it, 
but no one wanted to take 
the marketing risk. So 28- 
year-old Robert Grace accept- 
ed the challenge. 


in Sales Management 
July 15 
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FOR SELLING 


HERE’S THE SALES 
TOOL, part of Arm.- 
strong’s merchandising 
program to help its 25,000 
floor covering dealers cap- 
italize on expanding sales 
potential. About 700 deal- 
ers now have kits, and 
Armstrong hopes every 
dealer will soon have one. 
Kits ($14.95) by Knicker- 
bocker Case Co., 678 N. 
Kingsbury St., Chicago 10. 


NOW “INSIDE” DEALERS 
STEP OUTSIDE, carry story 
of resilient floor and wall 
coverings direct to home 
builders, householders. Deal- 
ers for Armstrong Cork Co., 
Lancaster, Pa., have ready- 
made sales presentation in 
portable kit containing sam- 
ples, literature, etc. (Full 
story behind this sales effort 
coming in SM, July 15.) 


AGGRESSIVE ARMSTRONG, to whip up dealer excitement for sales 
kits and “our most comprehensive merchandising program,” is now 
making tour of U. S. with two huge tractor-trailers. Hitched side by 
side, they form auditorium seating 100 dealers. Inside are visual 
helps like “Pan-Screen,” above, a 30-ft. projection screen by Com 
mercial Picture Equipment, Inc., 1802 W. Columbia Ave., Chicago 26. 
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Now! GOA cutouts ~ 


af 


FIRST PRIZE — Embellished Point Display, 
22nd Annual Exhibition of Outdoor Advertising Art. 


my’ trom location to 


ue cy 


_ 


D-AERERCA NETWORK Chicago 


© «6 Minneapolis-St. Paul 
OF CUT-OUT ROTARIES St. Louis 


e Kansas City 
Louisville 
Memphis 
Now you can reach a greater audience than ever before with Atlanta 
all the dramatic size and selling power of giant cut-outs on New Orleans 
painted bulletins. Produced under studio conditions, cut- 
outs bring amazing realism, compelling color to your out- 
door advertising. Here’s visual impact that boosts sales! 
With GOA’s flexible plan you can rotate your cut-outs 
as often as every thirty days on a series of choice locations y 
within one city. Or you can buy a rotary plan in a whole 
series of markets and rotate your cut-outs on an inter-city 
basis in GOA’s Mid-America Network of Cut-out Rotaries! 
For full information, call your local GOA office or write to 
General Outdoor Advertising, Inc. 


seneral Outdoor Advertising Co. ] 
515 South Loomis St., Chicago 7, Illinois. 
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TOOLS FOR SELLING (continued) 


FOR YOU-DO-IT MARKET, Snapawne, Inc., 

Bridgeport, Conn., makers of translucent 

tn Pd fiberglas awnings, has designed compact 
45 rng 80* (4 ; salesman’s case. Built of plywood and com- 


partmented, it holds stereo viewers and 
ve warehouse 
To move ereneus slides to illustrate color selections of awn- 


inventory in the Quad ' a os To > a 5 ing materials. From miniature samples, 


Cities—advertise where i ; dealer salesman constructs a for-instance 
n: . , awning installation before prospect’s eyes. 


° oy: _ oa 
57 lo of Quad Citians ' . i ~ Cie a ‘ Salesmen buy kit (under $20) from Snap- 
live — in Rock Island, : er | j 1 awne. 

Moline and East Moline. - 


They read 
these 
newspapers: 


Zhe ROCK ISLAND Agus 
Fee MOLINE Dseated 


THE ALLEN-KLAPP CO. Nationa! Representative 


“ » A Case of Good Judgment 
KNICKERBOCKER” — for Over 54 Years— 


SALES 7 


IDEA FILE: Sloves, New York City, producers 
of graphic sales promotional materials, dis- 
tributes miniature samples of company’s work 
in form of indexed “idea file.” It goes to logical 
users — executives in advertising, selling, the 
graphic arts. There’s a service angle, too. 
Regular mailings by Sloves keep recipients 
posted on new printing and binding develop- 
ments, and these additional samples can be 
filed in box for later reference. 


“agente CCRT eae 


The world's largest selection of speciality sales 
cases, portfolios and tuggage— 
Panoramic view shows complete tine of mer- 
chandise instantly——making complete tine easier 
to sell—— 
Al! cases designed for easy carrying— 
if we don't have your choice in stock, we'll 
design and manufacture a case to your specifi- 
cation— 
Cases manufactured in top-quality Sass wood, 
steel of plywood frames; covered in your choice 
of color in leather or plastic— 
(Case illustrated de- visible at one glance; 
signed especially for advertising displayed 
ranc on front hinged panel; 
; slightly 


price lists, order books, 

plete line of products ’ 

KNICKERBOCKER CAN PRODUCE ANYTHING YOU 
WANT—WRITE TODAY! 


ept. Sm 
KNICKERBOCKER CASE COMPANY 
6768 North Kingsbury St. 

Chicago 10, tilinois 
Please send me: 

Catalog of sales cases. [) Catalog of luggage, 
business portfolios, brief cases, etc. OC)! am in- 
terested in special case for our product Attached 
Please find letter in which I give details of type 
of case we desire. 


Name 
Firm 


Address 
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Meet the Assistant Vice President 


..and a Member of the Board of Directors 


This board 
of directors 
meets three 
times daily. 


Operating today’s Midwest farm is a 
business quite as specialized as many 
city businesses — with a. difference. 
Farming is strictly a family proposi- 
tion. Each member of the family holds 
a seat on the board of directors. Each 
is charged with specific responsibilities 
but also is fully conversant with all 
phases of the business. 

In the eight Midwest states, which 
produce a third of the nation’s supply 
of eggs, it is mother who heads the 


poultry department—ably assisted by ‘ 


NO. DAK 


SO. DAK 


daughter who has her own private en- 
terprise in a 4-H club poultry raising 
project. 

It’s because Midwest farming is a 
family business and produces twice as 
much income as the average for U.S. 
farm families that it’s important for 
you to know: 

The straight line between telling 
them and selling them is their Midwest 
Unit Farm Paper—the localized farm 
publication they prefer better than 3 
to 1 over any other. Buy the Unit—one 
order, one plate at a saving of up to 
15°; in rates. 


* * * 


SALES OFFICES AT: 250 Park Avenue, New York 17 
59 East Madison. St., Chicago 3+ Russ Building, 
San Francisco 4 * 643 South Flower Street, Los 
Angeles 17, California. 


It's time to be SELECTIVE 
in Farm Market Adcertising 
44% 


MIDWEST FARM PAPER UNIT 


14% 


PUBLICATION “A” 


| he 


PUBLICATION “8” 


PREFERENCE SURVEY 
Supervised by 
= 4% the Minneapolis office of 
PUBLICATION "C” Batten, Barton, Durstine 
2% & Osborn, Inc. 
PUBLICATION "D”™ 
Write for your copy of this new survey for 
convincing facts and proof that it’s time to 
be selective in your Midwest farm market 
advertising . . . Tells you how you can most 
effectively deliver your sales message to 
1,293,663 farm families—9 out of 10—in 
this richest farm market in the world. 


ee 


wis NSIN : 
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IS BIG BUSINES 


AND GOOD LIVING! 


KYW ° WPTZ (TV) 


‘ 


J 
: Satay Nigh if Philadalph ia 


s . 
From Shenandoah, Pa. to Cape May, N. J., people move back the 
rugs and a decade or so. People in their thirties. They dance again to 
the bands they knew. Glenn Miller. Dorsey. Artie Shaw. Goodman. 

Or maybe they just remember as the records spin the stories of 
every listener who danced through that wonderful era 

It’s radio station KYW’s four-hour Saturday Night Dance Party. 

Folks from thirty to forty years old have themselves a ball. They’ ve 
mace this the most popular local radio show in Philadelphia. So, 
advertisers can have themselves a ball, too. Because these are the 
very people who buy household goods, food, clothes, cars and ’most 
everything else advertisers have to sell. 

But big loyal audiences like this are delivered wherever WBC 
stations send out their powerful 50,000-watt signals—-Portland, Fort 
Wayne, Pittsburgh, Philadelphia, Boston. If you want to sell more 
in these markets, why don’t you call the stations or Eldon Campbell, 
WBC National Sales Manager, at Plaza 1-2700, New York City? 


WESTINGHOUSE BROADCASTING COMPANY, INC. 
Philadelphia; WBZ-WBZA * WBZ-TV ~ Boston; KDKA— Pittsburgh; WOWO—Fort Wayne; KEX—Portland, Ore: 


Exclusive National Representatives: FREE & PETERS, INc., 444 Madison Avenue, New York 22, N.Y. 


’ gees 
A MILLION PLUS is being invested by Holeproof in 1954 advertising. 
In the photo: Gustave Frankel, president, (1) and Russ Felzer, adver- 
tising manager, review first proofs of full page advertising scheduled 
for summer issues in a long list of magazines. 


APPEALS BASED ON “FASHION RIGHTNESS” are Holeproof’s answer 
to price competition. Richard H. Lippincott (1), vice-president for sales, 
and Frank Bice, merchandise manager for women’s hosiery, inspect a 
display case designed to promote the “Naturally Yours” line. Mannequin 
heads are blonde, brunette and red, to show the customer how she can 


pinpoint her shade of hose to blend with her own coloring and her basic 
wardrobe plan. 7 
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BY DAVID J. ATCHISON 
Part | of an article in two parts 


- 4, "th 
brighten your life with fu 1 


Cc 


\TORE Vine 


“LIKE A SECOND CHRISTMAS,” many deal- 
ers reported, in summarizing the results of a 
Luxite promotion on “Firelight Red,” a new 
lingerie color. Holeproof offered two-color mats 
for newspaper advertising, persuaded dealers 
to use a total of 67 insertions in cities where 
newspaper color was available. 
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Is There Any Way to Escape 
The Ravages of a Red-Hot Price War? 


While bargain basements are stuffed with 69c nylons and 
cheap underwear, Holeproof stresses style and quality, 
backs its line with heavy advertising aggressively mer- 
chandised. Payoff: Sales volume has leaped about 360%. 


Overproduction, glutted stocks and 
soft prices snagging the hosiery in- 
dustry ?* 

Holeproof Hosiery Co., Milwau- 
kee, Wis., isn’t complaining. 

Holeproof’s emphasis on quality 
and exploitation of a line of seamless 
hose (‘the barelegged look’’) has kept 
stocks moving out of the warehouses ; 
aggressive, imaginative merchandising 
of underwear and sleepwear lines ac- 
counts for a healthy volume trend. 

Last year volume hit a record high 
of more than $28 million. When 
Gustave Frankel stepped into the 
presidency of Holeproof in 1943 the 
company was doing approximately $6 
million a year. Net worth—$2 mil- 
lion in 1943—has grown to more than 
$12 million. 

Why is this? Management prin- 
ciples are not new. Skill in their ap- 
plication holds the answer. 

For example, one of 
first moves as 


“ 


Frankel’s 
president was to 
spread the risk” by expanding the 
company’s line. In 1943 Holeproof 
made hosiery for men and women 
and Luxite lingerie and sleepwear. 
Added since: Luxite women’s ho- 
siery, Little Miss Luxite underwear 
and sleepwear for girls, a Holeproof 
line of men’s underwear and sleep- 
wear. 

Frankel’s next move involved use 
of synthetic yarns. In the inid-forties 
these yarns were just trickling into 
the market. He spotted their poten- 
tial, entered the synthetics field as 
fast as product research and manufac- 
turing processes permitted. Today 
nvlon, dacron, acetate rayon, and 


*Merrill Lynch, Pierce, Fenner & Beane’s 
“Investor's Reader” for May 5, 1954 
provides these figures: ““Today there are 
about 762 makers of ladies’ stockings 
with capacity of 65-80 million dozen pairs 
of hosiery. But only 59 million dozen 
pairs were sold in 1953 with some ‘un- 
branded’ nylons tagged as low as 69c a 
pair.” 
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other man-made fibers are in Hole- 
proof products, with further expan- 
sion under way. 

Modernization of the Holeproof 
plant to cut manufacturing costs was 
the third basic change. Nearly $8 
million has gone into modern ma- 
chines—well over a quarter million 
in air conditioning alone. 

Beyond this, Holeproof’s growth 
has been paced by buildup of sales 
manpower—85 men today, compared 
with 33 in 1943; a vastly expanded 
advertising program hitting $1,100,- 
000 in 1953; a strong merchandising 
program at dealer level; and plenty 
of sales promotion. 


Major Media: Magazines 


Let’s look first at the advertising. 

Says Advertising Manager Russ 
Felzer: “A fine line of merchandis- 
ing and a strong company aren't 
enough. You've got to ¢e// it to sell 
itl” 

These are some of the ways Hole- 
proof has been telling it. Advertis- 
ing Agency Weiss and Geller, Inc., 
has put the company in an imposing 
group of publications including Look, 
Life, The Saturday Evening Post, 
McCall's, Ladies’ Home Journal, 
Good Housekeeping, Vogue, Glam- 
our, Charm, Seventeen, Family Cir- 
cle, Bride’s Magazine, Holiday, The 
Ame rican WH ( ekly. 

Advertising is timed to the sea- 
sons, with spring, summer, fall and 
winter campaigns running eight 
months of the year. Heaviest adver- 
tising is scheduled in April-May and 
October-November. 

The advertising budget has _ in- 
creased about 500% since 1947— 
with cooperative advertising. Last 
year Holeproof became the first lin- 
gerie manufacturer to supply retail 
stores with full-page, two-color news- 
paper mats. R.O.P. color advertising 


has proved so successful in promoting 
high fashion colors for lingerie, the 
company plans to make wider use 
of it. 

“The fact that nylon lingerie out- 
wears any other kind,” Felzer points 
out, “has forced the lingerie manufac- 
turers to change their thinking. Wo- 
men don’t have to buy new lingerie 
each season. Therefore, to create 
more sales, industry leaders have had 
to appeal to women’s fashion sense.”’ 

For one fashion approach Luxite 
Division chose a color seldom, if 
ever, associated with lingerie: a 
bright rosy-red shade called ‘Fire- 
light Red.” Plans called for news- 
paper advertisements showing lin- 
gerie in the new color to supplement 
store displays already proved effec- 
tive in producing sales. There was 
one hurdle: cost to stores of making 
color plates added to high space costs. 

Luxite jumped this one by offering 
free of charge to its accounts mats 
of a full-page, two-color “Firelight 
Red” layout including illustrations 
of slips, petticoats, nightgowns and 
panties. 

Schuster’s in Milwaukee was the 
first store to use the Luxite mats, The 
advertisement, inserted in The Mil- 
waukee Journal, produced record 
sales of red lingerie in the three 
Schuster stores. Interest in lingerie 
in all colors mounted. 

Tearsheets of the advertisement, 
sent to all Holeproof-Luxite salesmen, 
were a potent tool for pushing red 
promotion among their accounts. Re- 
quests for mats soon began to arrive 
from all parts of the country. 

A total of 67 color advertisements 
was scheduled in cities in 29 states, 
Washington, D. C., and Canada. 
Promotions were held in New York, 
Chicago, Seattle, Minneapolis, Balti- 
more, Indianapolis, Memphis, Louis- 
ville and New Orleans. 

Comparison of results from black 
and white advertising and color ad- 
vertising showed: Stores running 
black and white only chalked up good 
sales, but nowhere did black and 
white results reach the sales volume 
recorded after appearance of a color 
advertisement. Several stores ran 
black and white, then followed 
through with color. In every case 
color showed greater pulling power. 

“Although we had predicted an 
exceptional season for ‘Firelight 
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Holeproof — Yesterday and Today 


Holeproof Hosiery Co. was founded by Carl Freschl in 1872 in 
Kalamazoo, Mich., as the Kalamazoo Knitting Works to manufacture 


men’s and women’s hosiery. 


Moved to Milwaukee in 1882, the plant today continues to make 
hosiery for men and women, as well as a wide variety of women’s 


lingerie trade-named Luxite; a 


lingerie line for little girls, Little 


Miss Luxite; all-nylon slipper socks called Nappers; and sleepwear 


styles for men. 


All equipment used to manufacture the men’s lines in the Milwaukee 
plant is now housed in the Marietta, Ga., plant, purchased by Hole- 
proof in 1936 and enlarged the following year. Formerly the Champion 
Hosiery Mills, manufacturers of men’s hose, this plant is one of 12 
operated by Holeproof in the United States and Canada. 


Most important event in Holeproof’s recent history was accession 
of Gustave Frankel to the presidency of the company in 1944. A man 
with extensive experience in merchandising and manufacturing who 
“made his million” before he was 35, Frankel is credited with single- 
handedly lifting Holeproof out of the doldrums. Sales when Frankel 
took over: about $6 million. Sales today: $28 million. 


Red’, Felzer states, “the results of 
red promotions far exceeded our 
plans. We had to change our produc 
tion schedules in the middle of the 
season to accomodate all our accounts 
who.wanted to run red promotions.” 

Most retailers followed 
advice and stocked red in depth for 
the promotions. However, reorders 
came in to the manufacturer from 
many stores, some of them by tele- 
phone one hour after doors opened. 

Holeproof’s unflagging work at 
point-ot-purchase has also kept dealers 
nterested not only in stocking Hole- 
proof, ‘but in pushing it. The com- 
pany supplies a range of dealer helps 
including newspaper mats, counter 
pieces, window streamers, statement 


Luxite’s 


nserts, radio scripts ‘or spot an- 
nouncements, size scale charts, plas- 
ter model legs. 

One effective counter display, a 
die-cut card called the ‘color wheel,” 
has been a double-barreled boom: 
Retail salespeople report that it has 
eased their selling job by pin-pointing 
the right stocking color for the in- 
dividual customer and encouraging 
her to regard hosiery as a basic beauty 
and fashion accessory, Luvite sales- 
men say it has helped them in selling 
to the retailer. 

Retailers competed in three groups 
according to their overall sales vol- 
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ume: (1) volume under $500,000; 
(2) volume $500,000 to $2 million; 
(3) over $3 million. 

“We felt that the growing interest 
in the romantic Caribbean area ex- 
pressed in the beautiful Caribbean 
colors in our spring line made such 
a contest timely and appealing, and 
would be a sales-pulling event for 
our stores,” Felzer explains. 

To assist retailers in planning their 
Luxite Caribbean color windows, the 
company offered a complete package 
of display materials and promotional 
suggestions, available to stores with- 
out charge. Identical prizes were 
awarded to retailers in each volume 
group. 

First prize winners. received 
Award A, a 12-day Caribbean cruise 
tor two, and Award B, $100 Savings 
Bond; second prize, Award A, tele- 
vision or radio-phonograph set, and 
Award B, a $50 Savings Bond; third 
prize, Award A, $100 Savings Bond, 
and Award B, $25 Savings Bond. 
The next 50 winners in each group 
received Honorable Mention Certifi- 
cates, 

Photographs of window displays 
designed around “Luxite Caribbean 
Colors” were used in judging the 
contest. 

Results? Some stores reported 
business increased as much as 41% 


during the tour and one-halt week 
promotion. Others: “‘Luxite sales in- 
creased remarkably”... “It was like 
a second Christmas season”... “We 
sold more gowns and slips than ever 
before in the history of the store” 

“We increased lingerie sales 
38 over a year ago.” 

This is just one phase of Hole- 
proot’s progressive promotional pro- 
gram, For instance, instead of the 
one large fashion show held in New 
York each season for about 600 fash- 
ion buyers, the company now con- 
ducts six smaller shows simultane- 
ously for retail store buyers. 

Holeproot’s ability to “make news” 
is another asset. Typical of headline 
products’ introduced in the past IS 
months are ‘“‘Hol-flex”’ socks tor men, 
sold in one size only—a size that 
stretched to a No. 13 foot. Big selling 
point is that women no longer have 
to remember their husbands’, bro- 
thers’ or fathers’ sock sizes. The 
stretch nylon sock fits all sizes from 
9% to 13, and there’s a king size 
for ultra-large feet up to size 15. 

Frankel points to other advan- 
tages: The retailer’s inventory prob- 
lem shrinks, he no longer has to stock 
a complete color range in more than 
one size; the lost sale because of in- 
adequate size range in stock is re- 
covered; individual sale time is 
speeded up during peak gift-buying 
seasons—sales personnel don’t have 
to select or replace stock according 
to size; the costly time-consuming 
“exchange” of wrong sizes is elimi- 
nated, 

The suggestion box policy is an- 
other technique profitably applied by 
Holeproof. Ideas for new items are 
checked at divisional managers’ semi- 
annual meetings and in round table 
discussions with retail buyers and 
merchandise managers. Equally care- 
ful consideration is given opinions ot 
the company’s two. stylists and 
fashion co-ordinators for both the 
Holeproof and Luxite hosiery lines 
and the Luxite lingerie lines. These 
women are fashion experts who sup- 
plement the service offered by the 
salesmen. They work directly with 
retail stores throughout the country, 
checking selling methods, instructing 
salespeople, keeping tabs on customer 
reactions and buying trends. They 
are available for publicity and public 
relations work, making frequent ap- 
pearances on radio and TV provrams. 

The End 


(In Part Il of this article in the next 
issue, Sales Management will report on 
Holeproof's sales manpower policies.—The 


Editors.) 
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SPORTS ILLUSTRATED is the name of Time In- 
corporated’s new weekly magazine. 


SPORTS ILLUSTRATED is the name of America’s 
first weekly sports magazine. A magazine of 
quality. A magazine for all the family. 


SPORTS ILLUSTRATED has already attracted 
more than 250,000 subscribers—before its name 
was known, before its issue date has been an- 
nounced—with a quality appeal, a limited mail- 
ing, and a quality price ($6.00 a year for Char- 
ter Subscribers). 


SPORTS ILLUSTRATED has appeared in depart- 
ment store window displays throughout the 
country (from Abercrombie’s on Madison Ave., 
to Bullock’s on Wilshire Boulevard)—two 
months before publication. 


SPORTS ILLUSTRATED is a magazine whose pre- 
publication advertisers have already re-defined 
the sports market. 


Actual distribution of orders on the books: 
Automotive (18%); Apparel and Footwear 
women’s and men’s—(16°;.); Beer, Wine, and 
Liquor (16°7,); Transportation (8°7,); Smoking 
Materials (8°;); Sporting Goods and Travel 
(8°,); Toiletries and Toilet Goods (7.1%); Gas 
and Lubricants (6.6°,.); Jewelry and Watches 
(4.6°7,); Other classes from 1% to3. 


Advertising in the first issue of SPORTS 
ILLUSTRATED is completely sold out. 


Pages are available in the remaining 
nineteen issues of 1954—theCharter Year 
for advertisers in SPORTS ILLUSTRATED. 
William Holman, Advertising Director, 9 
Rockefeller Plaza, New York 20, N. Y. 


USING ADVERTISING AS A SALES TOOL —No. 6 in a Series. 
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Gets Dishes Cleaner Than Any Other Dishwasher! 


wae So ee Sean Gs 


wend ‘acimhon puschane prsce. bet water, 
sheng Special Qui Konect earure 
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LOOK TO HOTPOINT FOR THE FINEST... PIRST! sanow 


IT’S ABOUT TIME for the direct approach, says the 
“Too much appliance advertising at -both 
retail and dealer levels skirts around the important 
issues and leaves them behind. Let’s let ’em see the 


author. 


Cy errasaus 


AUTOMATC warmer 


product in action.” 
peared in The Saturday Evening Post, set off an 


Hotpoint Leeds Again--With A Remarkable New Double Action 
Dishwasher! ... Washes, Rinses And Dries Even Pots And Pans To A 
Gleaming Sparkie’ 


«Saves An Bour's Work Every Day! ... Largest, 
Basiest-To-Load, Most Efficient Hame Divhwasher Ever Made’ 


© VRARS Hotpoint bas been rece 
araed as che fimest of ali dis! 


@ New 


Ancherive Owat- 
Berergent Siemenser - 


‘. ba Everybody's Pointing Te 
oY Appliances 


CLOtHED Oa rere noTasy monmes 


This advertisement, which ap- 


unprecedented reprint request from Hotpoint deal- 
ers, and consumers soon demanded demonstrations. 


No More “Skippish” Ads for Hotpoint 


By John F. McDaniel * Vice-President, Marketing, Hotpoint Co. 


\ double-page, four-color Hotpoint 
dishwasher advertisement in the 
March 21 (1953) issue of Thé Sat- 
urday Evening Post had a significant 
effect on: our distributors and dealers 
across the country. Consumer reaction 
was unusual, too. 

Hotpoint has long been associated 
with the development of new appli- 
ances and low-saturation appliances 
for the home. Because of this, we have 
had to develop specialized marketing 
patterns to stimulate the movement 
of low-saturation appliances. In the 
early stages, the pattern has been to 
place prominence on the ‘use value” 
rather than “brand emphasis.”’ Char- 
acteristically, when a newly devel- 
oped product reaches the acceptance 
stage, advertising stresses brand fea 
tures and the more competitive as- 
pects. But recent automatic dish- 
washer advertising has not followed 
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this previously accepted pattern. 

Hotpoint uses a direct approach 
toward a highly competitive situation. 

Our Post advertisement, | think, 
provides a departure for Hotpoint is 
use of color treatment and layout 
techniques. It made the advertisement 
outstanding in consumer readership. 
We shortened copy, planned layout 
to show graphically the functional 
features of the dishwasher. 

The advertisement introduced a 
technique which has since become 
symbolic with Hotpoint dishwasher 
advertising, that of a young lady 
looking through a crystal-clear glass 
dramatizing in one picture the dish- 
washer’s fine cleaning action. The 
young lady in the glass has become 
a symbol in all dishwasher ads run 
since the Post insertion, and it has 
built up the outstanding feature of all 
Hotpoint dishwasher merchandising. 


Prior to this we had used models 
posing in our advertisements—posing 
beside the products. 

As soon as the Post hit newsstands, 
a chain reaction began. Dealers wired 
us direct for reprints. Distributors 
said their dealers wanted reprints. 
Consumers, upon seeing the adver- 
tisement, wanted live demonstrations 
from dealers. So immediate was this 
response, we have reprinted the ad- 
vertisement 20,000 times. 

We found that our dealers and dis- 
tributors wanted to use the reprints 
as direct mail pieces, in-store displays, 
appliance sales literature, window 
displays and local newspaper adver- 
tising themes. 

The reaction of distributors and 
dealers from the moment the adver- 
tisement appeared indicated they were 
all in favor of this new, hard-hitting 
approach in dishwasher advertising. 
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NOW... 


‘CANADA'S 


2 nd LARGEST 
DAILY NEWSPAPER 
CIRCULATION 


@ English Language 


DAILY AVERAGE CIRCULATION OF 


THE TELEGRAM 


236,555 


* Daily average circulation for the 3 months ending March 31, 1954 as shown in the A.B.C, Publisher's Statement 
for the 6 months ending March 31, 1954 


*A.B.C. reports supply only factual information that can be and is audited, thus 
establishing publication advertising as the one method of publicity in which invest- 
ments can be on the basis of audits of the seller's claims for his product. 


Toronto Globe & Mail for same period — 232,765 


THe ‘TELEGRAM 


DAILY plus WEEKEND 
TORONTO 1, CANADA 


SINCE MARCH 31, 1954, THE TELEGRAM CIRCULATION HAS INCREASED 
FURTHER TO 


*259,816 


NET PAID DAILY AVERAGE FOR THE MONTH OF MAY, 1954 
* Publisher's Record 
MONTREAL UNITED STATES REPRESENTATIVES FLORIDA 
W. E. BROWNING "MARA & ORMSBEE R. B. 
1106 Dominion Sq. Bldg. Head Office: 420 Lexington Ave. 315 Enid Drive West 
NEW YORK Key Biscayne, Miami 49, Florida 


Branches Offices in: 
DETROIT CHICAGO SAN FRANCISCO LOS ANGELES 


SULLY 0, 0064 


——SSSee 
Have you overlooked one of the 
worlds largest grocery chains? 


COMMISSARIES, which supply the great majority of all grocery products 
consumed by U.S. Armed Forces families, are one of the 4 largest super- 
market operations in the world. A huge amount of the 8 BILLION DOLLAR 
spendable yearly income of Service personnel is used to buy food in 
Service-operated Commissaries all over the world. 


COMMISSARIES on Army, Air Force, Navy and Marine Corps bases in 
the United States and abroad are modern, well-stocked super markets. 
All have tremendous turnover. Servicemen and their families spend 
upwards of seven hundred and fifty million dollars each year in their 
own “‘super markets’’—the Commissaries. 


PROFIT FROM OUR EXPERIENCE—ask our nearest representative to 
to show you the fastest, most direct way to get your product before the 
31% million consumers in the Armed Forces and their families. 


THE NEWSPAPERS with widest Service readership, ARMY TIMES, AIR 
Force Times, Navy Times and Air Force Daily, THE AMERICAN DaILy 
in Europe, are advertisers’ best pipeline to this market. 


GET HOW TO SELL’ DETAILS, SAMPLE COPIES, RATES AND MARKET DATA AT NEAREST OFFICE. 
= Age Moe Bt | @ WIDEST SERVICE COVERAGE 
@ LOWEST COST PER 1000 READERS 


@ PUBLISHED IN 12 WEEKLY EDITIONS 
AT HOME AND OVERSEAS 


@ LOW COMBINATION RATES FOR ALL 
FOUR GREAT SERVICE PAPERS 


Anny Times 
The Network 
of Service 


“THE MILITARY 
MARKET” 


The Monthly Trade 
Paper for Military Buy 
ers Everywhere. Wid 
est readership -Lowest 
cost per ad dollar 


WASHINGTON 

3132 M STL NW 
NEW YORK: 41 East 42nd St . LOS ANGELES: 6399 Wilshire. Blvd 
CHICAGO: 203 N. Wabash Ave ° SAN FRANCISCO: Monadnock Bldg 
PHILADELPHIA: R.W. McCarney, 1015 Chestnut St. ¢ BOSTON: John Hancock Bldg 
LONDON ¢ FRANKFURT © PARIS © ROME © TOKYO ¢ CASABLANCA 


ARMY TIMES > 
NAVY TIMES 
AIR FORCE TIMES 


(Members: Audit Bureau of Circulations) 


AIR FORCE DAILY 
The “AMERICAN DAILY” in Europe 


JOHN F. McDANIEL... 


. is responsibje for all market- 
ing activities at Hotpoint—through 
a national sales organization that 
includes 12 sales districts, 115 dis- 
tributors and 12,000 dealers. Mc- 
Daniel stepped out of the Univer- 
sity of Illinois and into Hotpoint in 
1934, and promptly enrolled in the 
company’s first special sales 
course. He then advanced from 
field positions in Texas, California 
and Washington, up through ad- 
ministration responsibilities to his 
present position—head of all mar- 
keting operations. 


I believe the theme of the adver- 
tisement awakens the interest of the 
consumer. Indirectly it points out 
that hand dishwashing is at best a 
dirty, sloppy household task which 
the homemaker faces three times a 
day. Directly, it points out how she 
can avoid these dishwashing tasks and 
get her dishes cleaner than she ever 
expected. 

I like this advertisement, too, be- 
cause it has strong “prove-it” appeal. 
This is especially good for our deal- 
ers, because it moves. the women into 
the dealer’s store and presents a 
strong motivation to see the dish- 
washer in action. Advertisements ot 
this kind in the appliance business 
have wide appeal among dealers. It 
helps them increase store trafhe and 
appliance sales. 

In my opinion, and in the opinion 
of Maxon, Inc., our agency, this 1s 
the strongest and most forceful ad- 
vertisement Hotpoint has ever pro- 
duced. It is by far the most outstand- 
ing advertisement in the appliance in 
dustry, and I think it will probably 
establish a trend in dishwasher adver- 
tising. 

I consider this particular adver- 
tisement significant not only from the 
advertising point of view, but from an 
all-over marketing philosophy angle. 
It was the highlight of our 1953 ad- 
vertising and merchandising program. 

The End 


Keep up with this series of 
“Outstanding Ad" articles 
authored by sales executives 
who can often trace sales suc- 
cess to a single advertisement. 
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"If You Would Sell, Serve!" 


(Continued from p. 37) 


book of suggestions and samples; 
signs a representative’s contract and 
is given an exclusive territory. She 
sees Avon’s color film No. 1: how 
the representative should look; how 
she should approach a housewite pros- 
pect and tell her about Avon’s gift 
lipstick (the door-opener ) ; how, after 
getting into the house, she should 
help the housewife choose the right 
shade for this lipstick from the Avon 
catalog, and how to show and demon- 
strate other cosmetics. 

The new representative then goes 
out to work an assigned block— 
alone. “I never send a field manager 
with her,’ remarks Mrs. Shepherd. 
“A baby learns to walk, alone! I 
want each woman to learn to depend 
on herself.” 

Ninety percent of Ft. Worth’s 
\von represtntatives make sales their 
first week. One woman sold $20 
worth her first three hours. Another 
sold $89 worth her first 13 hours. 
However, Mrs. Shepherd tells rep- 
resentatives to aim not primarily at 
sales, but at rendering a service by 
showing the housewife how Avon 
‘osmetics can make her more attrac- 
tive. If a representative can get into 
homes and do this, sales will follow, 
she says. 


The "You" Approach 


“Service is what I preach,” says 
Mary Shepherd earnestly. ‘Why, 
just giving a woman Avon’s sample 
lipstick may change her life! One day 
some vears ago, | called on a house- 
wite who told me she didn’t want 
to buy any cosmetics. What would 
be the use, she said forlornly—her 
husband was interested in another 
woman, 

““And no wonder!’ I thought 
noting her sallow skin, uncombed 
hair and sagging house dress. | 
coaxed her into making up her face 
with Avon lipstick, face powder and 
rouge. Then I held a mirror in front 
of her. 

“Why, I hardly know myself!’ 
she exclaimed. She was really a pretty 
woman, now. 

“We talked, and I worked out 
a little strategy which I persuaded 
her to follow. She fixed her hair 
nicely, put on her best dress and 
went to town, where she met a wo- 
man friend. Getting home before her 
husband she met him at the front 
door — still dressed up and pretty 
as a picture. 
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13,000 


impression 
for *2.80... 


and still going strong 


For more than ten years, the familiar little trade- 
marked figure of Reddy Kilowatt has been doing 
a selling job for electric companies on the surface 
of this business gift Zippo. 

You can see from the honorable marks of use 
how the owner keeps his Zippo constantly with 
him! Each time it flashes into flame, the donor's 
business message flashes into view—an estimated 
73,000 times to date! 

That's mileage for a message — frequency of 
impression, and impact you seldom get in any 
other way! What better way to have your trade- 
mark seen and discussed? 


Men become so attached to faithful, easy- 
lighting Zippos that they carry them everywhere! 
Your message will be seen by scores of people 
daily—at business meetings and on outings and ‘ ®REDDY KILOWATT 
social occasions, for many years. The man you ie 
give a Zippo to will never give it up! Yet the eddy Uitidenila ts a coatnnee 
investment is very modest. Send coupon now! trademark and is used by pormission 


LIGHTS EASILY... 
ANYWHERE...ALWAVYVS 


Zippo Manufacturing Company, Bradford, Pa. 


in Canada: Zippo Manutacturing Co, Canada Ltd 
Niagara Falls, Ont 


ZIPPO MANUFACTURING CO., Dept. S-34, Bradford Pa. 
Please give me full information about business gift Zippos. 

Name _— 

Firm 


Address 


ence evenenmaaniien anes 


fos] 
ur 


Some actions tell an eloquent story! Look at the testing 
activity in South Bend, Indiana, for example. The U.S. 
Government, major private research organizations, and 
many individual companies use this market for im- 
portant tests and studies. Need we say more? 

You reach all of the 220,000 people in South Bend’s 
Metropolitan Area with only one newspaper—the 
South Bend Tribune. Write for free market data book, 


“Test Town, U.S. A.” 


Soulh Mend 


Cribune 


F. A. Miller — Pres. and Editor 
STORY, BROOKS & FINLEY, INC. « 


“She told me afterward how he 
stared. ‘What in the world’s hap- 
pened to you?’ he asked. ‘Where have 
you been?’ 

“"Qh, I’ve been quite a_ few 
places, she replied airily. ‘I’ve had 
a wonderful day!’ 

“*Who with? demanded her hus- 
band. 

“*A friend of mine,’ she replied 
mysteriously. 

“And that was all he could get out 
of her. It ended with the husband 
suggesting, ‘Since you're all fixed 


up why don’t we go somewhere, 
now?’ They had dinner downtown 
and took in a show—the first of 
many evenings together, because this 
woman went on. wearing Avon cos- 
metics and pretty clothes, not just 


once in a while but every day, to 
make herself beautiful for her hus- 
band.” 

Mrs. Shepherd tells also of the 
afternoon she called on a mother of 
a ten-year-old son. Tense and dry- 
eyed, this housewife told Mrs. Shep- 
herd that she planned to kill her 
husband that night when he came in 
from his usual date with “the other 
woman” —then kill herself. 

The white-haired Avon represen- 
tative says she regarded her calmly. 
“ ‘Well,’ I said, ‘if you’re going to 
do that tonight, we've certainly got 
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no time to lose now. I'd better help 
you pack your little boy’s suitcase 
right away.’ 

“What for?’ asked the housewife, 
surprised. 

“Why, in a few hours you and 
your husband will both be in the 
morgue, I replied matter-of-factly. 
‘Your child will have to go some- 
where else—and he'll certainly need 
his clothes.’ 

“The young mother burst into 
tears. ‘I never thought of that!’ she 
wailed. ‘I don’t know what ever 
would become of him!’ 


Service, Unlimited 
‘ 


“We talked at length. Finally I 
persuaded the housewife to make up 
her face. ‘Even if he comes in late, 
let your husband see you looking 
nice!’ | urged. And I persuaded the 
woman to fix supper for the erring 
spouse, leaving his place set at the 
table with her best china and silver- 
ware—plus one red rose in a vase. 
‘Show him that you love him, in 
spite of everything!’ 

“That was years ago,” says Mrs. 
Shepherd. “Just the other day I 
learned that this couple is still to- 
gether, and very happy. 


The South Bend, Ind. Market: 
7 Counties, 1/2 Million People 


Franklin D. Schurz — Secy. and T'reas. 
NATIONAL REPRESENTATIVES 


“T tell our representatives that if 
they like people, there’s simply no 
limit to the service—and sales— 
possibilities of this work. But if 
they don’t like people, they'd better 
not try to sell Avon or anything 
else.” 

After her first week of sales calls, 
the representative sees Avon's color 
film No. 2 objections made by various 
types of customers, and how to meet 
them. If she has sold during the first 
week, she is warmly congratulated by 
Mrs. Shepherd or Mrs. Record. If, 
is rarely happens, she hasn’t sold, she 
gets heartening encouragement from 
Mrs. Shepherd. 

According to this sales manager: 
“Tt’s larzely a matter of convincing 
the wom?n that she can sell, helping 
her overcome fear. Often a new rep- 
resentative asks me, ‘Do you believe 
I can do it?’ 

“T always answer, ‘I snow you can. 
You can do anything you want to do, 
if you want to badly enough.’ Then 
from the world’s greatest sales train- 
ing manual—the Bible—I quote to 
her, ‘As a man thinketh in his heart, 
so is he.’ I say: ‘If you think you're 
going to succeed at selling you will. 
If you think you’re not going to do 
anything with this work you might 
as well go on home’.” 

At one or the other of Ft. Worth’s 
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CITED AGAIN and AGAIN 


Shocking conditions, causing death in Chicago's 
slums, spurred the Daily News to assign a small 
undercover army of reporters and photographers 
to investigate. 

After two months of painstaking probing, the 
News, on June 10, 1953, broke the story—fully 
documented—naming the slummakers . . . expos- 
ing their deliberate methods and the blight they 
lay over the city. 

An aroused community clamored for action— 
and got it. 

Indeed, 
rolling through the city govern- 


repercussions are still 


ment and state capital. 

But the Daily News didn’t stop 
there. As a determined follow- 
through, the News launched an experiment to 
clean up a condemned block on Chicago’s South 
Side—a program for positive action on a co- 


operative basis. 


How a Great, 


Home \Newspaper 


Serves 


This pilot study is still going on. The Daily 
News, with tenants, property owners and city of- 
ficials, is demonstrating how blighted areas can 
be reclaimed. 

Among many awards already acclaiming this 
crusade have been those of Editor & Publisher, 
journalism’s trade publication, and Sigma Delta 
Chi, journalism’s professional fraternity. 

Both have cited the Chicago Daily News for 
its outstanding public service and its policy of 
“investigating everything.” 

Services such as this in the in- 
terest of the bublic are constantly 
increasing the public's interest in 
this newspaper. Significantly, the 
Daily News is the only newspaper 
in Chicago to show consistent circulation gains 
instead of losses for the past decade. In conse- 
quence advertisers in increasing numbers ure 
turning to the News, 


CHICAGO DAILY NEWS 


JOHN S. KNIGHT, Editor and Publisher 
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FUTURE SALES RATINGS BOARD 


Why the Experts Are Optimistic Now 


Despite recession talk, purchasing power continues 
to run higher than in 1953 when it was at record 
levels. 


Earnings of industrial corporations are holding up 
well and financial conditions are strong, with work- 
ing capital at a record level. 


Deflation in the so-called recession has been mild, 
bringing very few declines of great significance. 


Lower taxes have helped purchasing power and 
assuming no new international military outbreaks, 
further lowering of taxes may be expected. 


Sales in recent months have been improving rap- 
idly and compare favorably with the 1953 record 
level. 


New construction is running at a record rate and 


there remains a large backlog of new homes which 
must be built. 


The public’s aggregate assets continue at an espe- 
cially high rate, and they total at least three times 
the aggregate annual rate of retail sales. 


Employment trends are improving, in spite of the 


fact that the labor force as a whole is rising rapidly. 
Unemployment compensation is backed by a large 
trust fund and other built-in cushions are operating 
against any deflationary tendencies. 


For a recession which had been widely heralded 
and extensively emphasized, this has been the most 
prosperous such period in the history of the country. 


In fact, throughout most of the period of mourning 
about business declines, the nation’s securities mar- 
kets have been in a major bull trend, indicating a 
barometric optimism. Research on new products has 
been growing and is likely to be promoted further, 
with favorable results to the economy. 


Expansion plans indicate further great growth in 
capacity and employment in the United States. 


The recognition by businessmen generally of ad- 
vertising and promotion is shown in unprecedented 
expenditures and plans along these lines for this 
year and in months ahead. 


From the viewpoint of its effect on consumer buy- 
ing power, the so-called “recession” of '54 has been 
a period of outstanding gain. 


It's Up to You to Get Your Share 


BY PETER B. B. ANDREWS © Consulting Economist 


There is no lack of the where- 
withal to buy! 

Disposable personal income in the 
first quarter of 1954 was at the an- 


with $245.4 billion in the first quar- 
ter of 1953. 

The present rate of over $250 bil- 
lion annually compares with $247.9 


1952, of $225 billion in 1951, of 
$205.8 billion in 1950, and $187.2 
billion in 1949, 

So, in 1954, a good third quarter’s 


nual rate of $249.8 billion compared 


billion in 1953, of $235 billion in business is foreseen and a substan- 


Ratings Could Go Lower Because... 


From the historical standpoint 
totals continue rather high. 


unemployment been a form of borrowing from the future. 


Competition has grown sharply with no indication 
of any decrease in such competition as capacities 
continue to rise on most fronts. 


Inventories have been worked down to some extent 
but not sufficiently to regenerate a great new produc- 
tion wave. 

Large surpluses continue to exist in the agricul- 
tural situation, indicating further pressure against 
farm prices and farm purchasing power. 


Capacities are still considered in many instances 
as having outgrown potential demand for the time 
being. 

Consumer debt is very high from a total compara- 
tive standpoint. Much of the buying which brought 
about this high consumer debt is thought to have 


The export picture generally continues weak with 
little prospect of a substantial pickup unless there 
is another outbreak of war. 


Study the “size” rating and the “sales prospect” rating together. 
Reason: a change in a low-dollar-volume industry is much less sig- 
nificant in dollar sales than in a big-dollar industry. ———_____-_» 


How to Read the Table: 
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FUTURE SALES RATINGS 


For July 1. 1954 


Key to Relative Size Ratings Key to Sales Prospect Ratings 
(by industry sales volume) {All ratings are relative to the median (***), 


A—Ten Billion Dollars and Over which indicates approximately no change in relation 
B—Seven Billion to Ten Billion Dollars ? Rating raised to the corresponding period of the preceding year.) 
C—Four Billion to Seven Billion Dollars | Mating teuneed kkk kk— Best Relative Outlook 

D—Two Billion to Four Billion Dollars . xkkk —Very Good Relative Outlook 

E—One Billion to Two Billion Dollars *** = ~=—Good (Medium) Relative Outlook 
F—One-Half Billion to One Billion Dollars *x* —Fair Relative Outlook 

G—Under a Half-Billion Dollars * —Least Impressive Relative Outlook 


Relative Sales Sales i Sales 
Size Prospect Prospect Si ° | Prospect 
Rating Rating for Rating for i Rating for 
(See tr 


3rd Otr. Next 12 3rd ° 
Above (See Above Mos. (See | (See Above i 
Key) Key) Above Key) | Key) Above Key) 


kkkkk kkk | Luggage 

kkk kk kkkKK =| Machine Tools 

kt kk ok | Machinery ( Agric.) 

Dikiokk ototoink Machinery (Ind'l.) 

xk xk Materials Handling 

xk xx Meats ; os 

x*kkk kkk Medical and Dental Care 

kk xk Metal Containers 

x*kk kkk Metals (Non-Ferrous) 

kak xk Motion Pictures 

Dik tie kkk | Musical Instruments 

xkkk Dik Office Equipment 

+k iki Oil Burners ; 

kkk kkk Oil (Cooking) 

kkk kkk Oil Equipment . 

wok Tokko Packaging & Containers 

kkk kkk Paint 

[ek [ek Paper & Products . 

kkk wkkk Personal Care ... 
Photographic Supplies 

kkk kk wkkkk = ~Plastics =|. 

wk wk Plumbing & Heating 

kkk wk Printing & Publishing Equip. 

KKK xKxkKkk Radios ‘ 

kkk wk Railroad Equipment 

xk rkkk Railroads 

kkk In kkkkK = Refrigerators 

wkkk Kkkk Restaurants & Bars 

wm ne Restaurant Equipment 

tot Ok kk kwKK = Rubber Products 

ake xr Security Financing 

tok wk Shipbuilding 

kkk wk Shoes 

xkk wk Silk Textiles 

kkk wk kkk Silverware 

xk x* Soap 

xk xk Soft Drinks . 

fie xx Sports & Sporting Goods 

kkk kkk Steel & Iron 

wk kkk Sugar .. , 

bk* ** Surgical Equipment 

kkkkk tok kk Synthetic Textiles 

kk wae Television 

xk tikkk Toothpaste & Mouthwashes 

kkk ak Toys & Games 

Ditto = fiektokek ~—sTrailers (Auto) 

kkk wkkk Travel & Vacations 
Travel Overseas 

Pict Pett Trucks. 

kkk kkk Utilities (Electric) 

kk wk Utilities (Gas) 

wn wk Utilities (Telegraph) 

kkk kkk Utilities (Telephone) 

kk kkk Vacuum Cleaners 

kkkk kkk Washers (Household) 

| ok | xk Woolens & Worsteds 


Advertising 

Air Conditioning 

Air Transportation 

Aircraft Sales 

Auto Sales (New) 

Auto Sales (Used) 

Auto Service & Parts 

Auto Tires 

Baking 

Banks (Revenue) 

Beer 

Building (Heavy) 

Building (Residential) 

Candy & Chewing Gum 

Canned Fruits & Veg. 

Cereals 

Chemicals 

Cigarettes 

Cigars 

Clothing (Men's, Women's 
& Children's) 

Coal (Anthracite) 

Coal (Bituminous) 

Coin Machine Sales 

Commercial Printing 

Cosmetics ? 

Cotton Textiles 

Dairy Products 

Department Stores 

Diese! Engines 

Dinnerware 

Drugs & Medicines 

Dry Cleaning 

Education : 

Electrical Eq. (Industrial) 

Electrical Eq. (Consumer) 

Exports : 

Farming 

Flour , 

Food Processing 

Furs 

Gasoline & Oil 

Glass & Materials 

Government Procurement 

Groceries 

Hardware 

Hotels ‘ ae 

House Furnishings, Floor 
Coverings, Furniture, etc. 

Household Products (Misc.) 

Imports 

Instalment Financing 

Insurance 

Jewelry & Watches 

Laundries 

Liquor (Alcoholic) 


xk xk 
xr xn 
xk | *&* 
xk xk 
xk keen 
xk kk 
Kekk xk 
xkkk xn 
xk xk 
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tially improved long term business 


trend is visualized as well by the 


Board of Analysts of Future Sales 
Ratings, who develop the sales po- 
tentials of the 110 leading industries 
of the United States. Reasons for op- 
timism are given in detail under the 
heading ‘“‘Bases for High Ratings.” 

The summer consensus ot rc 
inalysis by this 300-man group ot 
‘conomists, statisticians and marketing 
men of these 110 industries as carried 
on the preceding page brings increased 
atings for third quarter sales in 11 
ndustries and decreases in 2. For 
tl 1 2-months-ahead 
period, 10 industries have been rated 
ipward and 2 down. The decreased 
atings do not mean a poor year for 
these industries; rather, they indicate 
that the old ratings have been a bit 
too high in relation to the outstand- 
ng records of the preceding year. 


1¢ longer term, 


Industry Forecasts: 
Why Ratings Raised 
Aircraft Sales: 


French losses in 


Indo-China and hardening of inter- 
iational tensions bring increased plans 
tor current and future manufacture. 
Near and long terms each up one 


Beer: Continuation of high excises 
on hard liquor, increased advertising 
promotion of calorie angles on beer, 
stimulate Near and 


consumption. 
] ‘ Ms 
iong term ratings up one star to 5. 


Building (Heavy): Shortages of 
schools, churches, highways, sewers, 
etc., and greater financing by States 
and Municipalities, as well as con- 
tinued record-breaking expenditures 
by general industry for plants and 
equipment, increase in long 
term rating from 3 stars to 4. 


cause 


Building (Residential}: Keen short- 
ige of adequate housing accommoda- 
tions is intensified by fast growing 
population and increasing size of 
families. Improved credit terms facili- 
tate home sales. Near and long terms 
each up one star to 4 stars. 


Farming: While farming continues 
plagued by large surpluses, consensus 
indicates the situation is enough 
basically improved on prices and in- 
come to bring advance of one star in 
near term, making new rating 2 


stars, 


Furs: Easing of the excise tax, high 
disposable incomes brings improved 
buying potentials; near term up one 


? stars. 


star fo 


92 
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“They’re American businessmen here to look over our sales methods!” 


Government Procurement: Con- 
sensus indicates that curtailment of 
Government expenditures is not to 
be easy as no abatement of militarism 
is evident throughout the world. Up 
one star for the long term rating to 
3 stars. 


Hardware: Building on all fronts 
is taking on aspects of an outstanding 
boom; near and long terms up one 
star each to 5. 


House Furnishings: Depletion of 
inventories in this field, the building 
boom, a big remodeling wave, and 
high buying power bring these rat- 
ings up one star each to 5 stars. 


Motion Pictures: Despite proposed 
New York City taxes on attendanice, 
the situation nationally looks more 
profitable, with third-dimensional 
Federal excise tax 
changes. Near term up one star to 3 
stars. 


progress and 


Oil Burners: Heavy wave of new 
building, strong modernization trends 
in heating, and fine promotion by 
this industry bring upping of ratings 
to 5 stars. 


Paint: Do-it-yourself trends are 
rising, and coupled with the building 
boom and favorable income prospects 
bring advance of one star in each 
rating to 5 stars. 


Plumbing & Heating: Heavy re- 
modeling plans expected to result in 
many new plumbing and _ heating 
facilities; this along with new build- 
ing demand, good public buying 
power, cause uprating of near and 
long terms to 5 stars. 


Silverware (New Industry): For 
the first time, our Future Sales Rat- 
ings Survey covered Silverware, 
which in response to indicated in- 
terest will be covered regularly in 
the forthcoming issues of Future 
Sales Ratings. Size Ratings of this 
Industry is G, indicating sales under 
a half billion dollars, with near term 
rating at 3 stars (good outlook) and 
long term at 4 stars (very good rela- 
tive outlook). 


Industry Forecasts: 
Why Ratings Lowered 


Cigarettes: Adverse health public- 
ity, and the fact that having difficult 
past high sales records against which 
to compare bring one star reduction 
in near and long terms. New ratings 
are 3 stars each. 


Liquor (Alcoholic): Failure of ef- 
forts to obtain lower excise taxes on 
hard liquor results in some trimming 
down of high sales expectations. At 
3 stars each for the near and long 
terms, however, the industry con- 
tinues to enjoy a relatively good rat- 
ing. The End 
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The American Weekly creates ENTHUSIASM * 


Your ship comes in when you sell America’s moneyed middle millions— 
through the pages of The AMERICAN WEEKLY. Editorially keyed 
to the enthusiasms of the most powerful buying force in America 
—the middle income group—it’s read each week by better than 
one out of every five American families. 


Dhe 
American WEEKLY 
* ENTHUSIASM is interest raised to the buying pitch! 


THE AMERICAN WEEKLY, 63 VESEY STREET, NEW YORK 


JULY 1, 1954 


7, 


Is the Retail Picture Turning Up? 


Retail Sales, January through May 


Total Sales 

Food 

Eating & Drinking Places 
General Merchandise 
Apparel 

Furniture & Appliance 
Lumber Building Hardware 
Automotive 

Gasoline Service Stations 
Drug & Proprietary 


1953 


68171 
1667! 
5112 
6892 
4004 
3436 
530! 
13907 
4056 
1940 


% Change 
1954 over 


1954 1953 


$ millions 
66533 
16690 
5087 
6709 
3734 
3423 
4912 
12831 
4377 
2000 


—24 
+-0.1 
0.5 
2.7 
—6,.7 
0.4 
7.3 
7.7 
ri? 
+3.1 


For the past nine months the na- 


tional retail sales volume has failed 
to top the level of the same month 
of the preceding year, a fact regret- 
fully noted in this column over this 
period. It is therefore pleasant to call 
attention to indicators of a 
slight retailing resurgence. Our fore- 


some 


but represents a definite upward turn 
in the retail sales trend. 

As can be seen in the box-score for 
the first five months of 1954, the 
sales total so far this year has been 
running 2.4% under 1953, reflecting 
in the main the lag in automobile 
sales which has been running about 


Comeback ?” SALES MANAGE- 
MENT, June 1, 1954, p. 110.) It was 
noted here that second quarter car 
sales, representing the seasonal sales 
peak for the industry, was crucial in 
the determination of both the over- 
all sales and output pattern for 1954. 

Automobile sales finally went into 
high gear in the closing week of May, 
causing new car stocks to decline tor 
the first time in six months. Of even 
more significance, used car sales (on 
which the sale of every new car is 
so dependent) reached the highest 
level in May since last July, pulling 
used car inventories well below the 
November peak. Automobile sales in 
June appear to be running well, not 
without many complaints, however, 
of declining profit margins as dealer 
discounts mount. 

Part of the expected improvement 
in retail sales over the summer 
months can be attributed. to the defi- 
nite improvement in the general busi- 
ness picture. (Industrial output in 
the second quarter stopped falling for 


8% behind last year. (See “Will 
June Auto Sales Spark the Retail 


the first time in nearly a year.) Also, 
the indications are that Americans 


cast for July, 1954, falls just slightly 
(1%) below the July, 1953, total, 
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Retail sales in July will total $14.2 billion reflecting a 
1% drop from the July 1953 level. This volume of sales, 
in terms of 1935-39 dollars, when adjusted as shown above, 
is $7.4 billion. 


The break between 1950 and 1951 reflects a change in 
the Department of Commerce definition of retail sales 
to include sales of outlets going out of business during 
the year. 
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will enjoy the most active vacation 
summer in history. Tourist bookings 
and summer rentals are at an all-time 
high, and it is significant that gaso- 
line sales is the only component of 
retailing that has surged ahead of 
1953 by as much as 8%. 

For these reasons and others, the 
astute sales manager will find in the 
local High Spot ratings below, far 
more than the usual number of sig- 
nificant sales gains, suggesting profit- 
able opportunities for special promo- 
tion. 

Among the states reporting better- 
than-average performance for this 
July as opposed to last July are: 

District of Columbia 
lowa 

New Hampshire 
Florida 

Nebraska 

New Jersey 

The leading cities, those with: a 
City-National Index well above aver- 
age, are: 

Bellingham, Wash. 

Casper, Wyo. 

Salisbury, N.C. 

Hempstead T’ship, N.Y... 

Middletown, Conn. 

Long Beach, Cal. 

Des Moines, Ia. 

Santa Barbara, Cal. 

Columbia, S. C. 

Washington, D. C. 

Waterloo, Ia. 

Royal Oak-Ferndale, 


Sales Management’s Research Depart- 
with the aid of Market Statistics, 
Inc., maintains running charts on the 
business progress ot more than 283 of 
the leading market centers of the country. 
Monthly data which are used in the 
measuring include bank debits, sales tax 
collections, Department of Commerce sur- 
veys of independent store sales, Federal 
Reserve Bank reports on department store 
sales. 

The retail sales estimates presented 
herewith cover the expected dollar figure 
for all retail activity as defined by the 
Bureau of the Census. The figures are 
directly comparable with similar annual 
estimates of retail sales as published in 
SM’s Survey of Buying Power. 


Three Index Figures Are Given 
the first being “City Index —1954 vs. 
1939.” This figure ties back directly to the 
official 1939 Census and is valuable for 
gauging the long-term change in a mar- 
ket. It is expressed as a ratio. A figure of 
400.0, for example, means that total retail 
sales in the city for the month will show 
a gain of 300% over the same 1939 
month. In Canada the year of compardson 
is 1941, the most recent year of official 
sales Census results. 
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JULY retail sales targets 
for Advertisers in |parage 
.. . 92,113,740,000 


RETAIL SALES RETAIL SALES ciTy 
city July 1954 Estimated July 1939 INDEX 
by Sales Management by Sales Management July 1939 


© AKRON (Beacon Journal) 33,710,000 8,530,000 
‘ys ALBUQUERQUE (Journal) 
ALLENTOWN (Call-Chronicle) 
> AUGUSTA, GA. (Chronicle) 
vy BEAUMONT (Enterprise) 
BOSTON (Post) 
* BRIDGEPORT (Post) 
: CHARLESTON, W. VA. (Daily Mail) 680,000 3,450,000 
CHICAGO (Sun-Times) iy y 119,160,000 
COLUMBUS, GA. ( Ledger-Enquirer) 1,860,000 
- COLUMBUS, OHIO (Citizen) . y 12,520,000 
* DENVER (Rocky Mountain News) 14,000,000 
DETROIT (Free Press) 
EL PASO (Times) 
ERIE (Dispatel) 
r EVANSVILLE (Courier & Press) 15,180,000 
FORT WAYNE ( Journal-Gazette) 19,920,000 
FORT WORTH (Star-Telegram) 44,460,000 
GREENVILLE, S. C. (News) 9,450,000 
HARRISBURG ( Patriot-News) 15,340,000 
HARTFORD (Courant) 31,600,000 
INDIANAPOLIS (Times) 66,620,000 
KNOXVILLE (News-Sentinel) 18,390,000 
y LITTLE ROCK (Arkansas Gazette) 14,180,000 3,230,000 
*y LONG BEACH, CALIF. 
(Independent, Press-Telegram ) 42,690,000 6,750,000 
vy MACON (Telegraph & News) ,000 1,980,000 
vy MADISON (Wisconsin State-Journal) 3,490,000 
‘; NEWARK (Star-Ledger) 19,620,000 
y NEW BEDFORD (Standard-Times) 
OAKLAND (Tribune) 52,520,000 
Sy PASADENA (Star News) 23,520,000 
PEORIA (Journal-Star) 15,920, 
‘ PORTLAND, MAINE (Telegram) 11,960,000 
QUEENS, N. ¥. 
(Long Island Sunday Press) 128,210,000 
vy ROANOKE, VA. (Times) 12,090,000 
ST. LOUIS ( Post-Dispatch) 106,680,000 
wy ST. PETERSBURG (Times) 15, ,000 
vy SAN DIEGO (Tnion) 47,560,000 
yy SCRANTON (Scrantonian) 12,490,000 
SIOUX FALLS, S. D. ( Argus-Leader) 7,040,000 
SYRACUSE (Herald-American ) 30,160,000 
_ WASHINGTON ( Post) 125,430,000 
y WHEELING, W. VA. (News-Register) 7,160,000 
yy WICHITA (Eagle) 26,150,000 
vy YOUNGSTOWN (Vindicator) 20,810,000 6,280,000 
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~ Exclusive rarave markets—served by no other syndicated Sunday magazine. 


Total PARADE market retail sales $2,! 13,740,000 


Parade is the Sunday magazine section of the 45 newspapers 
in 45 major markets listed above. Parade reaches 
more than half of all families in these cities and at least 
one in five in 1,600 outlying areas. Repeated surveys 
show Parade is America’s best read magazine... 
and gives advertisers twice as many readers per dollar as any 
of the big three weekday magazines. 
Parade, the Sunday Picture 


Magazine with 13,000,000 
constant readers 


There's a Big 2 
Federal Case 


—For listing New London 
“must” in your 
data. 


as a major 


market 


The 


$45 million annual Federal 


Connecticut 


Evidence? huge 
payroll for the City Zone 
alone, 93% 
THE DAY. 


covered by 


WW 


The decision? All in 
your favor when you seek 
@ jam-packed concentra- 


tion 


AW 


of dependable pur- 
chasing power for anything 
you want to sell. 


Che Day 


NEW LONDON, CONNECTICUT 
National Representatives 


GILMAN, NICOLL & RUTHMAN 


How Important Is 


NORWALK, Conn.? 


Norwalk is a big shopping center— 
listed by Sales Management as a 
metropolitan area — a market of 
92,000 population. 


Income per Family 
Income per Capita 
Total Retoil Sales 
Food 

Gen. 

Furn. H'sid 
Automotive 

Drug 

Quality Index 


28,750,000 
3,100,000 
134 


THE NORWALK HOUR, with dominat- 
ing circulation, is the surest way to get 
more sales for your advertising dollars. 
15,252 daily circulation 
the cits 


91% coverage of 


zone homes, 55% of the entire 


trading area. 


The Norwalk Hour 


Norwalk, Conn. 


Represented by 
The Julius Mathews Special Agency, Inc. 
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The second figure, “City Index, 1954 
vs. 1953,” is similar to the first except 
that last vear is the base year. For short- 
term studies it is more realistic than the 
first, and the two together give a well 
rounded picture of how the city has 
grown the last Census year and 
how business is today as compared with 
last year. 

The third 


since 


“City-National In 
dex, 1954 vs. 1953” relates the city’s 
change to the total probable national 
change for the same period. A city may 
have this month 
same month last 


column, 


a sizable gain over the 

vear, but the rate of 
gain mav be less—or more than that of 
the nation. All figures in this column 
above 100 indicate cities where the change 
is more favorable than that for the U.S.A. 
The City-National Index is derived by 
dividing the index figure of the city by 
that of the nation 


The Dollar Figure, 
the total amount 


“$ Millions,” gives 
of retail for the 
projected month. Like all estimates of 
what is likely to happen in the future, 
both the dollar figure and the resultant 
index figures can, at best, be only good 
approximations, since they are necessarily 
projections of existing trends. Allowance 
is made in the dollar estimates for the 
expected seasona! trend, and_ cyclical 
movement. 

The index and dollar figures, studied 
together will provide valuable informa- 
tion on both rate of growth and actual 
size of a city market. 

These exclusive estimates are fully pro- 
tected by copyright. They must nét be 
reproduced in printed form, in whole or 
in part, without written permission from 
Sates MANAGEMENT, INC. 


sales 


Suggested Uses for This Data include 
(a) special advertising and promotion 
drives in spot cities, (b) a guide for your 
branch and district managers, (c) revis- 
ing sales quotas, (d) checking actual per- 
formances against potentiais, (e) basis of 
letters for stimulating salesmen and fore- 
stalling their alibis, (f) determining 
where drives should be localized. 


*® Cities marked with a star are Pre- 
ferred-Cities-of-the-Month, with a_ level 
of sales compared with the same month 
in 1953 which equals or exceeds the na- 
tional change. 


RETAIL SALES FORECAST 

(S.M. Forecast for July, 1954) 

City 

Nat'l. 

Index” Index Index $ 
3954 1954 1954 (Million) 
vs. vs vs. duly 
1939 1953 1953 1954 


City City 


UNITED STATES 


425.9 14239.00 


Alabama 

%& Birmingham 
Gadsden 

% Mobile ... 

% Montgomery 


Arizona 
Phoenix 
Tucson 


RETAIL SALES FORECAST 


(S.M. Forecast for July, 


City 
Index Index 
1954 1954 

vs. vs. 
1939 1953 


City 


Arkansas 
Fort Smith 
w& Little Rock 


California 
Bakersfield 
Berkeley 
Fresno 

*% Long Beach 
Los Angeles 
Oakland 

*% Pasadena 

% Riverside ... 

% Sacramento .... 
San Bernardino 

% San Diego . 

San Francisco 

% San Jose 

% Santa Ana 

% Santa Barhara .. 
Stockton 
Ventura 


Colorado 

% Colorado Springs 
Denver 
Pueblo 


Cennecticut 
Bridgeport 440 
%& Hartford 
%& Meriden- 
Wallingford 
% Middletown 
% New Haven 
% New London 
Stamford 
Waterbury 


Delaware 
*& Wilmington 


District of Columbia 


% Washington 395.8 107.4 


Florida 

w& Jacksonville 

*& Miami 

* Orlando 

w Pensacola 

% St. Petersburg 
*% Tampa 


537.3 105.1 
640.6 105.8 
524.6 100.8 
579.7 104.0 
592.6 102.3 
647.1 102.9 


Georgia 
Albany 

%& Atlanta 
Augusta 
Columbus 

% Macon .. 
Savannah 


545.6 
.. 473.6 
. 488.3 
. 510.8 
424.2 
457.9 


94.0 
104.1 
92.5 
95.7 
99.7 
96.2 


1954) 
City 
Nat'l 
Index 
1954 
vs. 
1953 


94.9 
105.2 
93.4 
96.7 
100.7 
97.2 


$ 
(Million) 
July 
1954 


4.31 
64.17 
9.62 
9.50 
8.40 
12.41 
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STAMFORD ~ 


CONNECTICUT'S RICHEST MARKET 


with the highest family income 
($7,912) of all Connecticut's cities 
over 50,000 population also, has the 
highest family income of all major 
cities in the richest metropolitan 
area in the country. 

Remember Stamford offers you the 
best sales opportunity in the na- 
tion’s +1 selling area. 

The Stamford Advocate is the 
preferred way to reach this pre- 
ferred market where top buying 
income means more sales—more 


profits. 


STAMFORD ADVOCATE 


Stamford, Conn. 


Represented by 
The Julius Mathews Special Agency, Inc. 


You Always Get More 
In Middletown 


Management's forecast for 


Sales 
July 1954 shows Middletown’s sales 
volume to be 9.1% 
July 1953—10.2% 
tional change and highest in the 


larger than 
above the na- 


state. Proof again. 
“You Always Get More 
In Middletown” 
This highly responsive market can 
only be thoroughly sold through 
the Middletown Press. 


No combination of incoming non- 
local papers can come anywhere 
near equaling the coverage of The 
Press. 
“You Always Get More 
In Middletown” 


THE MIDDLETOWN PRESS 


uv 


. MIDDLETOWN, conn. 
5 hel 

OUR NATIONAL REPRESENT 
The Julius Mathews Spec 
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RETAIL SALES FORECAST 
S.M. Forecast for July, 1954) 
City 
City City Nat'l 
Index Index Index $ 
1954 1954 1954 (Million) 
VS. vs. vs duly 
1939 1953 1953 1954 


Ilinois 


[ poputation | 


Metro. PEORIA...........- 265,000 
(28th in U.S. in 250,000 to 400,000 Group) 


PEORIArea......++++++++++550,000 


[ BUYING INCOME Per Capita “| 


Metro. PEORIA ........---- $1,854" 
(3rd in U.S. in 250,000 to 400,000 Group) 


PEORIArea.... 
*26% Above National Average 


COVERAGE | 


Peoria Journal Star 
Daily Circulation Ratio-to-Homes 
in Metro. Peoria. . .98.7°7 


PEORIA 
JOURNAL STAR 


—PREFERRED FOR TESTS— 


REPRESENTED BY 
WARD-GRIFFITH CO., INC. 


BIDDEFORD-SACO 


with 
$50,270,000 total income 
$33,488,000 retail sales 


is the largest market in Maine’s 


Hawaii 
% Honolulu 104.7 


Idaho 


Boise 


Illinois 
¥% Bloomington 440.4 
¥% Champaign- 

Urbana . 446.4 
Chicago . 386.6 

¥%& Danville . 425.0 

%& Decatur .. 425.4 

w East St. Louis . 472.1 
Moline-Rock Island- 

E. Moline ... 413.2 
Peoria 331.0 
Rockford .. 472.8 

%& Springfield 435.0 


Indiana 
Evansville 

% Fort Wayne 

* Gary ; 

% Indianapolis 

w Lafayette 

*%& Muncie 
South Bend 
Terre Haute 


lowa 

w%& Cedar Rapids 
% Davenport 

% Des Moines . 
w® Dubuque 

% Sioux City 

* Waterloo 


most productive industrial county. 
$5,405 


compared to $4,563 for the state 


Family income averages 
Kansas : 
Hutchinson 
Kansas City 
%& Topeka 


%& Wichita 


. . family sales average $4,088 
compared to $3,544 for the state 
... food sales average $1,164 com- 


pared to $1,044 for the state. 
Kentucky 
% Lexington ..... The Biddeford Journal, read in 
Louisville jas . 
Paducah 95° of the homes, is your best 
introduction to» a big sales pro- 
gram. It’s your best buy in Maine. 
Louisiana 
% Baton Rouge 
Lake Charles . 
Monroe-West 
Monroe 
x New Orleans 
% Shreveport 


THE BIDDEFORD 
JOURNAL 


BIDDEFORD, MAINE 


Maine 
% Bangor : 355.6 
Lewiston-Auburn 331.8 


Represented by 
The Julius Mathews Special Agency, Inc. 
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The PORTLAND, MAINE Market 


is a Nine County Sales Area 


16% 


OF ALL THE 
INDUSTRIAL PAYROLLS 
IN THE STATE OF MAINE 
ARE CONCENTRATED 
IN THESE NINE 
SOUTHERN 

COUNTIES 


* Maine Dep't. of Labor 5 1 0 5 9 B U S Y P L A N T S 
sy PROVIDE YEAR ‘ROUND 
EMPLOYMENT AT TOP WAGES. 


Sales Management's Test Market Survey, Nov. 1953 rates Portland as 
one of the best test markets in the county: 


Ist for all cities in Maine 

Ist in New England for cities in 75,000 to 150,000 population group 
3rd in New England for cities of all sizes 

6th in U.S. A. for cities in 75,000 to 150,000 population group 

18th in U. S. A. for cities of all sizes. It ranked 75th in 1950. 


The PORTLAND newspapers give you 94% coverage of the 
city and retail trade zone and 52% of the entire nine counties. 


78,164 circulation daily . . . 87,243 Sundays 


PORTLAND, MAINE 


PRESS HERALD EVENING EXPRESS 
SUNDAY TELEGRAM 


Represented by The Julius Mathews Special Agency, Inc. 


HIGH 


SPOT 


CITIES 


RETAIL SALES FORECAST 


(S.M. Forecast for July, 


City City 
Index Index 
1954 1954 

vs. vs. 
1939 1953 


Maine (cont.) 
Portland ..... 331.3 


Maryland 

* Baltimore 
Cumberland ... 
Hagerstown 


Massachusetts 
Boston 282.4 
Brocton 
Fall River .... 

* Holyoke 
Lawrence 


New Bedford .. 
Pittsfield ..... 


Springfield .... 
Worcester 


Michigan 
Battle Creek ... 


Detroit 
*& Flint 
% Grand Rapids .. 457.2 
% Jackson 448.6 
%& Kalamazoo .... 432.5 
Lansing 451.5 
Muskegon ..... 444.9 
% Pontiac ....... 539.6 
Port Huron ... 392.3 
& Royal Oak- 
: Ferndale .... 704.1 
*% Saginaw 495.7 


Minnesota 
Duluth 
%& Minneapolis ... 


| Mississippi 


Jackson 532.2 93.1 


1954) 
City 
Nat'l. 
Index 
1954 
vs. 
1953 


94.1 
102.8 
97.3 


94.0 


$ 


(Million) 
duly 
1954 


10.91 
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RETAIL SALES FORECAST RETAIL SALES FORECAST 


TT ' 
(S.M. Forecast for July, 1954) (SM. Forecast for July, 1954) Pl SFIELD Ss 


City City 
City City Nat'l. City City Nat’! 
Index Index Index . ; Index Index Index $ 
1954 1954 1954 (Million) 1954 1954 1954 (Million) 
vs. vs. VS. duly vs vs. vs. July BECAUSE 


1939 1953 1953 1954 1939 1953 1953 1954 


Sales Power Keeps Going Up 


Latest reports from State Dep't. of Labor 
show Pittsfield workers average $83.46 
New Jersey (cont.) weekly wage—highest in the state. 


wx Camden ...... 449.0 103.8 104.8 . : 5 2% 
. aw x / 95: 2¢ 
we St. Joseph ... Ww Elizabeth ..... 379.4 101.7 102.7 |, Bat coche ter Agel EG aae'ey' or 


* St. Lo % Jersey City- | over April 1953. 
MH woes 


.... 330.7 1018 1028 , tiie ree eR 
% Springfield ; 349.1: 1020 103.0 General Electric’s 4 new buildings cost 


te Passaic-Clifton . 408.7 100.0 101.0 ; | ing $4,000,000 will be completed in 1954. 


, %& Paterson ... 382.7 101.4 102.4 A new million dollar gas plant approved 
Montana # Trenton 103.5 104.5 


& Billings 
MN: Vinas ss9 New Army Reserve training center to 
%& Great Falls .... New Mexico start this year. 


*% Albuquerque .. 852.5 100.3 101.3 Two insurance companies have started 
Nebraska development of large areas. 


ae nae New York *The Berkshire Eagle covering 100% of 
w Albany . 0 100.5 101.5 the city zone and 78% of the entire 
Binghamton ... 6 96.9 97.8 county is the sure way to get results 
93.7 94.6 
*% Elmira ‘ 112.1 113.2 
*% Hempstead 


Township ... 611.7 109.9 111.0 THE BERKSHIRE 
Jamestown .... J 94.2 95.2 A 
New Hampshire * New , ae 3 103.1 104.1 & A G L & 
de Sanaheaties 339.6 Niagara Falls .. i 95.0 96.0 
li ‘ % Poughkeepsie .. 6 101.4 102.4 
fy Mathes ....... SBE Rochester 1 104.0 105.1 PITTSFIELD, MASS. 
9.8 97.8 
Schenectady ... 380.7 98.5 99.5 Represented by 
New Jersey % Syracuse 6 100.6 101.6 The Julius Mathews Special Agency, Inc. 
% Atlantic City .. 370.7 104.1 * Troy t 99.3 100.3 


Missouri 
% Joplin 
Kansas City 


in April is already under construction. 


from advertising. 


* North Adams & Adams not included. 


Taunton, Mass. 
A Great Sales Market JULY SALES 


Taunton's $5,020 family in- 
come — highest of Bristol 
County's three largest mar- TOTAL $15 000 000 
kets—is based on well bal- ’ 3 

anced and diversified indus- 
tries. 


Taunton wage earners pro- Passaic-Clifton's retail sales volume this 
duce bronze art goods, pro- month will total $15,000,000, —— to 


prietary medicines, sporting . 
goods, textile products, silver- Sales Management forecasts . . . —s 


' it again a "preferred" cit 
ware, plastic products, stoves 9 Pp Y: 
and ranges, leather goods, 
rubber products, marine 
geare, jewelry, apparel. You can effectively reach more than 60,000 families that 
The Gazette, reaching more than ° . . ee @ 
Soh af on toner taille ieee will spend this money in Passaic-Clifton through The 


you that big sales lift . . . balances Herald-News . . . the North Jersey newspaper with the 


out other not-so-profitable markets. : : a ‘ co 
In Massachusetts, Taunton is a largest circulation in Bergen and Passaic Counties. 


“must” if you really want to sell. 


Taunton Gazette THE HERALD-NEWS 


Veunton,. Messpahasetts OF PASSAIC-CLIFTON, N. J. 


Established 1804 New York General Advertising Office—James J. Todd, Mer. 


R ted by The Julius Math + ~ 7 , We 
~ tin ria » Rapes 18 East 41st Street, New York 17—Murray Hill 5-0131 
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RETAIL SALES FORECAST 
(S.M. Forecast for July, 1954) 


Ps-s-s-T 4 


in your favor 


This is especially true in 1954. 
Income and sales are at high 
levels, Living standards are ex- 
cellent — most everyone owns 
his own home. 1953 Retail Sales 
showed another big gain. 
Family food sales for example 
are $1336 compared to U.S. 
average of $860. 


You can reach 30,000 people 
with a schedule in the Times. 
it's your guarantee of re- 
sults. 


Little Falls Times 


Little Falls, N. Y. 


Represented by 
The Julius Mathews 
Special Agency, Inc. 


Vg eencne.. 


That includes Re- 
tail Sales... Auto- 
motive Sales... 
Buying Income . . . Food and Drug 
Sales. Many Advertisers are now 
placing their ''A' Schedules in the 
ONLY Morning-and-Sunday News- 
paper in the entire 33 county area. 


118,799 Morning 
128,305 Sunday 


(ABC Publishers’ Statement, 3/31/54) 


In p 
News and Observer 
MORNING & SUNDAY 
Raleigh, North Carolina 


No. | Salesmaker in the 


"Golden Belt of the South" 


Rep.: The Branham Company 


The odds are a 


Index Index 
1954 1954 
\S. vs. 


1939 1953 


New York (cont.) 
% Utica 382.6 103.7 


North Carolina 
Asheville . 404.9 97.1 
Charlotte . 521.1 96.0 
Durham . 457.7 95.4 
Greensboro .. 684.5 968 
Raleigh .. 463.7 97.1 

% Salisbury . . 421.6 110.4 

¥% Wilmington . 484.5 100.5 

% Winston-Salem . 421.7 99.9 


North Dakota 


Fargo csusevs. ae 95.4 


Ohio 
Akron .. 395.2 94.4 
Canton . 380.8 92.7 
%& Cincinnati. 372.5 100.8 
Cleveland . 386.2 96.0 
% Columbus . . 423.2 105.3 
% Dayton ... . 497.1 103.0 
Hamilton ..... 524.4 97.5 
Lima... 4290 98.9 
% Lorain ... 550.0 104.0 
Mansfield . . 401.2 93.7 
Middletown . 434.8 
% Portsmouth . 426.6 
Springfield . 385.9 
Steubenville 279.0 
Toledo ... 392.6 
Warren . 492.4 
Youngstown . 331.4 
%® Zanesville .... 331.2 


Oklahoma 


Bartlesville 
%& Muskogee Pe 
% Oklahoma City . 
% Tulsa 


Oregon 
Eugene . . 525.4 
Portland . 394.9 
w Salem ........ 504.4 


Pennsylvania 
Allentown 
Altoona 
Bethlehem 

%& Chester 
Erie 
Harrisburg 
Hazleton 
Johnstown 

% Lancaster 
Norristown 
OW City .... 

% Philadelphia 

Pittsburgh 
% Reading 
Scranton 

w% Wilkes-Barre 

Williamsport - 


Rhode Island 
Providence .... 274.6 89.1 
Woonsocket .... 304.6 91.5 


THE 100,000 PEOPLE 
iw POTTSVILLES 
TRADING ZONE 

SPEND $30,886,050 

ON FOOD ANNUALLY 


$O USE THE 

POTTSVILLE 
REPUBLICAN 
WHICH COVERS 
ALL OF THE CITY 

AND 65 % OF 
THE COUNTY! 


THE POTTSVILLE (PA.) REPUBLICAN 


Represented by DeLisser, Inc. 


Add the IMPACT 


of 
in ALTOONA 


Add reader-pulling color, matched 
to your exact specifications in the 
Altoona Mirror every day. 


Use the combination you want 


Black plus 1 COLOR 
Black plus 2 COLORS 


Remember, color adds _ pulling 
power to your story, helping you 
sell ALL the over 33,000 daily cir- 
culation of the Mirror. 
ALTOONA, PA.'S ONLY 
EVENING NEWSPAPER 


RICHARD E. BEELER 
Advertising Manager 


Eltoona 
WMtrror. 


SALES MANAGEMENT 


PPE RAT Eo FEI 


RETAIL SALES FORECAST Wisconsin (cont.) 
(S.M. Forecast for July, 1954) 
City Oshkosh 430.6 
City City Nat'l Racine j 401.3 
Index Index Index $ Sheboygan . 377.6 
1954 1954 1954 (Million) Superior .. 300.0 
vs vs vs July 
1939 1953 1953 1954 


Wemo 


To: Food Advertisers 
A 1954 "banquet" setting 


South Carolina 

% Charleston 436.7 

¥ Columbia 571.6 
Greenville 461.0 
Spartanburg 506.2 


South Dakota 
Aberdeen 440.0 
% Sioux Falls 


Tennessee 

¥% Chattanooga 
Knoxville 
Memphis 

% Nashville . 


Texas 

* Abilene 
Amarillo . 

% Austin 
Beaumont 
Corpus Christi 

% Dallas .... 

El Paso .. 
Forth Worth .. 
Galveston 

% Houston 
Laredo 
Lubbock 
Port Arthur 

% San Angelo .. 
San Antonio 

¥% Texarkana 


Wichita Falls 


Utah 
Ogden ... 
% Salt Lake City 


Vermont 
Burlington 
Rutland 


Virginia 
Danville 
Lynchburg 
Newport News .. 
Norfolk ....... 

* Portsmouth 
Richmond 
Roanoke . 


Washington 
% Bellingham .... 
w Everett 
* Seattle 
Spokane .. 
Tacoma ... 
*%& Yakima 


West Virginia 

¥ Charleston . 425.5 
Huntington .... 358.4 
Wheeling 285.3 


Wisconsin 
Appleton .. 407.9 
*% Green Bay 388.0 
Kenosha 443.8 
La Crosse ..... 422.2 
%* Madison 375.6 
% Milwaukee .... 390.5 
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Wyoming 
we Casper 
Cheyenne 


RETAIL SALES FORECAST 
(S.M. Forecast for July, 1954) 
City 
City City Nat'l 
Index Index Index $ 
1954 1954 1954 (Million) 
vs. vs. vs July 
1941 1953 1953 1954 


CANADA 


1055.80 


Alberta 
w% Calgary ... 
Edmonton 


British Columbia 
we Vancouver .. 396.5 107.0 
% Victoria ...... 293.2 104.0 


Manitoba 


Winnipeg 


New Brunswick 
Saint John .... 247.4 97.7 


Nova Scotia 
Halifax 232.8 101.6 


Ontario 
Hamilton J 97.2 
420.1 114.6 
.. 268.4 93.8 
% Toronto ....... 318.3 108.3 
Windsor . .. 2568 92.8 


Quebec 
% Montreal 313.8 103.0 
. 292.7 97.9 


Saskatchewan 
WN is csces Ee | CoS 


is spread for you here 

in the capital of wealthy 
Montgomery County... 
Norristown! 


New independent super- 

markets are opening up. 
Busy chain supermarkets 
and the grocery stores 

are booming. 


The NORRISTOWN TIMES- 
HERALD actively spurs 
the big food promotion. 


Newport, R. I. 


In Newport, Rhode Island's top 
money market, selling is a posi- 
tive action. 

Family income of $6099—more 
than $1000 above the average 
of all other counties. 

U. S. Naval Base, plus top 
spending Vacationists, add an- 
other big sales lift to advertis- 
‘ng results. 

Sell this high-income market 
through Newport County's only 
daily. 


The Newport Daily News 


Represented by The Julius Mathews 
Special Agency, Inc. 


Write for details. 


Represented Nationally by 
THE JULIUS MATHEWS SPECIAL AGENCY 


<7, 


- First 
R. |. Resort-— 


—For retail sales, should be 
Woonsocket—with its 100,000- 
plus trading area! The city 
leads the R.I. avg. drug sales 
per family by 29% —boasts a 
25% lead in gen. merchandise 
("54 S.M. Survey). Reach this 
"bonus" market now through 
the city's one-and-only local 
daily, the— 


WOONSOCKET 
CALL 


SS 
‘taht wa me 
COVERS RHODE ISLAND'S 

PLUS MARKET 


QW 


Corrections to the 
Survey of Buying Power 


and Publishing, 
ounties: Multnomah, Ore., 


should 


p. 66 Printing 
Leading ( 
employment (in thousands) 


De 3 


Vanufacture, Lead- 
Columnar line sepa- 
rating employ ment and number ot 
plants should be moved to the left 
one space. Cook County and New 
York County employment (in thou- 
sands) should read 844.8 and 562.5; 
and number of plants, 11,234 and 
26,328 respectively. 


p. 78 T 


ig Counties 


p. 132 Consumer Units in Top 
Income Group, 200 Leading Coun- 
ties: Number of Units with Incomes 
over $7,000 are the actual number 
not in thousands. 


p. 188 Summary of Data for Met- 
ropolitan Areas: Under 
“Areas” column, ‘52. Fort Smith 
(Tarrant Co., Texas)’’ should read 
“52. Fort Worth (Tarrant Co., 
Texas).” 


p. 209-210 


Gr oups for 


County 


Sales in 7 Store 

Metropolitan County 
Under “Liquor Stores ( Pack- 
Billings (Mont.) 
should be 1,662; Butte-Anaconda 
(Mont.) should be 2,843; Great 
Falls should be 2,000; Total Poten- 
tial Metropolitan Areas should be 
108,567; and Total All Metropoli- 
tan Areas should be 2,585,031. 


Are as: 
age ) column, 


p. 214 Per Family Sales for 233 
Metropolitan County Areas: Under 
“Liquor Stores ( Package)” column, 
Billings (Mont.) should be 78; 
Butte-Anaconda (Mont.) should be 
121; and Great Falls should be 105. 


p. 242 Summary of All Data by 
States and Sections: Heavy columnar 
line separating Population Estimates 
and Effective Buying Income Esti- 
mates should be moved to the next 
light columnar line to the right, so 
as to include Urbanized Population 
under Population rather than Effec- 
tive Buying Income. 


_p- 284 Coloradc: “% of U.S.A. 
Effective Buying Income” for’ Cos- 
tilla County should read .0013. 


p. 373 Jowa: “Buying Power In- 
dex” for Franklin County should 
read .O101. 


p- 422 Massachusetts: Pittsfield 
Retail Sales should be $77,514 thou- 
sand; % of U.S.A. Retail Sales 
should be .0451; Food Store Sales 
should be $20,593 thousand; and 
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Buying Power Index should be 


0388. 


p- 442 Massachusetts: Total 
Above Cities Retail Sales should be 
$4,670,024 thousand; % of U.S.A. 
Retail Sales should be 2.7144; Food 
Store Sales should be $1,245,367 
thousand; and Buying Power Index 
should be 2.5190. 


p. 454 & p. 456 Vichigan: Page 
45+ should be page 456; page 456 
should be page 454. 


p. 528 New York: Delete the 
third row of figures, reading “Johns- 


? 


town 35.3 


p. 544 New York: Corning 
of U.S.A. Effective Buying Income” 
should be .0137. 


p. 555 North Carolina: Davie 
County Buying Power Index should 
be .0063. 


Pp- 676 et nnessee: State ‘Total 
Effective Buying Income should read 
$3,690,158 thousand. 


p. 692 Texas: Glasscock County 
population should read .9 thousand; 
and families should read .2 thousand. 


p. 759 Wyoming: Goshen County 


families should read 3.8 thousand. 


TIMELY TIP fron Com Edison 


Dont Wait in the Dark 


It’s a cinch to change a fuse... 
as easy as changing a bulb. 
You can have lights back on in a 


jiffy if you keep spare fuses handy. 


Pfftt Fuses: Double-Trouble for Edison 


Consolidated Edison of New York, 
Inc., has again stepped up its cam- 
paign to teach the public how to help 
itself when the lights go out. 

In 1953 the company had 260,000 
calls from customers suffering from 
nothing more serious than a blown 
fuse. Service calls cost about $5 each. 
Hence the newspaper, TV, car card 
and direct mail campaign pegged on 
the theme “It’s a cinch to change a 
fuse.” 

As long ago as 1948 Con Edison 
was distributing a pamphlet, “Don’t 
Wait in the Dark-—Changing a Fuse 
Is as Easy as Changing a Bulb.” 
That same pamphlet’ is going out 
now, in greater numbers, at district 
offices where people pay their bills, 
through offers made in newspaper 
advertisements, on company-sponsored 
TV programs, and on car cards. Since 
December letters and pamphlets have 
been going to customers who called 
for service but were able to take 
care of their own needs; to those 
whose electric trouble was caused by 


faulty wiring; and to those who did 
require a fuse-changing service. 

Today, when service calls come in, 
the company tells subscribers how to 
help themselves, or suggests that the 
inquirer call on his apartment superin- 
tendent, his landlord, or a local elec- 
trician. 

The campaign is paying off. Out 
of 1,157 apartment “no light’’ calls 
received in one recent week, it was 
necessary to send a service man to 
only 81 homes. In the same week 
3,815 service requests of all types 
were received. The company dis- 
patched. men to 2,467 jobs, of which 
521 were found to be “O.K. on ar- 
rival” ... the customers had somehow 
taken care of their own needs. An- 
other 258 customers weren’t home 
when the service man arrived. In all, 
779 of the 2,467 calls were wasted, 
so much time and expense down the 
drain. All the more reason to push 
the. drive to teach people Lesson ! 
of their electrical A-B-C’s. Custom- 
ers like the idea, too! 


SALES MANAGEMENT 


Aero Mayflower Transit Company 

Agency: Sidener & Van Riper, Inc. 
Air Express 

Agency: Robert W. Orr & Associates 
Air Force Daily 

Agency: Clinton D. Carr & Company 
Air Force Times 

Agency: Clinton D. Carr & Company 
Advertising Checking a 

Agency: Harris & Bond, 
Advertising Corporation of America 
Akron Beacon Journal 

Agency: McDaniel, Fisher & 

Spelman Company 


Altoona Mirror 
American Telephone & Telegraph 


(Longlines) 
Agency: N. W. Ayer & Son, Inc. 


American Weekly 

Agency: Cecil & Presbrey, | 
Army Times 

Agency: Clinton D. Carr & Company 
Aviation Age 

Agency: Hazard Advertising Company 


Baltimore News Post 
Agency: Anderson & Cairns, Inc. 


Batten, Barton, Durstine & Osborn, Inc. .. 


Biddeford Journal 


Booth Michigan Newspapers 
Agency: Fred M. Randall Company 


Capital Airlines 
Agency: Lewis Edwin Ryan 


Chemical Week 
Agency: Royal & DeGuzman Advertising 


Chicago Daily New 


s 
Agency: Patton, Hagerty & Sullivan, Inc. 


Chicago & Eastern Illinois Railroad 
Agency: Fuller & Smith & Ross Inc. 


Chicago Tribune 
Agency: N. W. Ayer & Son, 


Construction Equipment 
Agency: Hazard Advertising Company 


Delano Studios 


Elgin American, 
iv. of Ill. Watch Case Co. 
Agency: Russel M. Seeds Company 


John T. Everett & Company 
Agency: Archer & Woodbury 


Farm Journal 
Agency: Lewis & Gilman Inc. 


Fawcett Publications 
Agency: Royal & DeGuzman Advertising 


Fort Wayne Newspapers, Inc. 
Agency: Miller Advertising Company 


Fort Worth Star-Telegram 
Agency: Rowland Broiles Company 


General Outdoor Advertising, Inc. 
Agency: McCann-Erickson, Inc. 


James Gray, Inc. 
Agency: Hickey- Murphy, 


Greensboro News & Record 


Hickey-Murphy, Inc. 
Schuyler Hopper Company 


Industrial Distribution . 


Industrial Equipment News 
Agency: Tracy, Kent & Company, inc. 


Journal of Accountancy 
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ADVERTISERS’ INDEX 


Knickerbocker Case Company 
Agency: Elliot, Jaynes & Baruch 


Mutual Don Lee 
Agency: R. W. Webster Advertising 


Life Magazine 
Agency: Young & Rubicam, Inc. 
Little Falls Times 


Louisville Courier-Journal & Times 
Agency: Zimmer McClaskey Advertising 


Manitoba Department of Industry 
& Commerce 
Agency: Cockfield, Brown & Company Ltd 


McCall's Magazine 
Agency: Cunningham & Walsh, Inc. 


McClatchy Newspapers 
Agency: J. Walter Thompson Company 


McGrew-Hill Publishing Company 
Agency: Fuller & Smith & Ross Inc. 


Middletown Press 


Midwest Farm Paper Unit 
Agency: Olmsted & Foley 


Military Markets 
Agency: Clinton D. Carr & Company 


Mill & Factory 
Agency: Hazard Advertising Company 


Minneapolis Star & Tribune 
Agency: Batten, Barton, Durstine & 
Osborn, Inc. 


Moline Dispatch-Rock Island Argus 
Agency: Clement T. Hanson Company 


National Business Publications 
Agency: J. M. Basford Company 


National Car Rental Systems, Inc. 
Agency: Gene Rison & Association 


Navy Times 
Agency: Clinton D. Carr & Company 


Newark News 


New Bedford Standard Times 
Agency: Arthur W. Sampson Company, Inc. 


New London Day 
Agency: Gordon Schonfarber & Associates 


Newport News 


New York News 

Agency: L. E. McGivena & Company, Inc. 
Norristown Times Herald 

Agency: The Wm. H. H. Neville Company 


Norwalk Hour 


Olsen Publishing Company 
Agency: William Badke Agency 
Omaha World Herald 
Agency: Bozell & Jacobs, Inc. 


Orlando Sentine!-Star 
Agency: Hammond, Inc. 


Agency: Calkins & Holden, Carlock, 
McClinton & Smith Inc. 


Passaic Heralk|i News 


Penton Publishing Company 2nd ein’ 
Agency: Beaumont, Heller & Sperling, Inc. 
Peoria Journal Star 97 
Agency: Arbingast, Becht & Associates, ‘Inc. 
Pittsfield Berkshire Evening Eagle 
Portiand Press-Herald Express 
Pottsville Pa. Republican 
Agency: Harvey B. Nelson Advertising 
Practical Builder 
Agency: Hal Stebbins, Inc. 


Product Engineeri 
Agency: Klau-Van Pietersom-Dunlap, 
Associates, Inc. 


Purchasing 
Agency: Hazard Advertising Company 


Raleigh News & Observer 
Agency: George Warner, Advertising | 


Research Institute of America 
Agency: The Schuyler Hopper Company 


Reynolds Metals Company ectrtele 
Agency: Buchanan & Company, Inc 


Salisbury Post 
Agency: The J. Carson Brantiey 
Advertising Agency 


South Bend Tribune 
Agency: Lamport, Fox, Prel! & Dolk Inc 


Sport Magazine 
Agency: Young & Rubicam, Inc 


Stamford Advocate 


Steel Magazine 64A-64B 
Agency: Beaumont, Heller & Sperling, Inc 


Sweet's Catalog Service 
Agency: The Schuyler Hopper Company 


Taunton Gazette 


Tesla Distributors, Inc. 
Agency: Schneider-Stoge! Company 


J. Walter Thompson Company 


Toronto Telegram 
Agency: Foster Advertising Ltd 


WTAR (Norfolk) os 
Agency: Laura Lambe Advertising 


Wall Street Journal 
Agency: Bozell & Jacobs, Inc. 


bet ~~ niggas Broadcasting Company, 


poet Ketchum, MacLeod & Grove, Inc. 


Woonsocket Call 
Agency: Gordon Schonfarber & 
Associates, Inc 


Zippo Manufacturing Company 
Agency: N. W. Ayer & Son, Inc 


SALES MANAGER 


Assistant or Branch. Wharton Grad- 
uate, 1942. Unencumbered; age 34; 
excellent health; personable. Seven 
years’ outstanding record with na- 
tional major building products man- 
ufacturer. Excellent public relations. 
Interested in affiliating with corpo- 
ration not necessarily building. In- 
come $9,000 with potential. Now 
employed. Box 3053 Sales Manage- 
ment. 


Position Wanted 
Advertising—Seles Promotion Manager 
Nearly 30 years experience creating and pro- 
ducing complete advertiting and sales pro- 
motion programs in the durable goods and 
semi-technical fields. Thorough knowledge of 
graphic arts, publicity, copy, consumer and 
trade magazine advertising, Box 3052, Sales 

Management. 


Available! 
Advertising-Sales Promotion Mgr. 
for challenging opportunity east or south 
Outstanding record planning, creating, producing 
plus field application as Advertising-Sales Promo 
tion Mer. and Merchandising-Sales Training Mer 
three of nation’s sales leading manufacturers of 
home appliances; metals; industrial, agricultural, 
mass market products. Complete details, Box 3054, 
os Management, 386 Fourth Avenue, New York, 
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THE SCRATCH PAD 


By T. Harry Thompson 


Will D. Vide was a contributor to 
the Remember When? picture-gallery 
of the Satevepost. Made me think of 

i on a vacant lot. 


John O’Brien says ‘T. Coleman 
Andrews, Commissioner of Internal 
Revenue, was having his hair cut in 
a Washington barber-shop. When he 
paid the barber, he added a 25-cent 
tip. “Thank you, Sir,” said the 
barber. ‘“That’s a quarter I don’t re- 
port to the Government.” Andrews 
made no comment, merely handed 
the barber his card and walked out, 
leaving the man considerably shaken. 


Celebrating our independence from 
Great Britain on July 4th strikes me 
a bit odd the longer I live, seeing 
how interdependent the two nations 
have been ever since. 


Sd 
Incidentally, as some wag once 
said, maybe we need a Declaration 
of Interdependence. 
e 
Pat headline by New York Life: 
“How the owner of a laundry kept 
his estate from shrinking.” 


. 
And Oldsmobile got epigrammatic 


with: “Height of fashion . . . that 
low ley el look.” 


Speaking of epigrams, it is doubt- 
ful that any song-writer will ever top 
the title: “I Got It Bad and That 
Ain’t Good.” 


e 
Constituents of the Virginia sena- 
tor get a sort of Byrd’s-eve view, 
oby iously. 


Even as a congenital word-hound, 
I can rarely get through a complete 
issue of Time without going to the 
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dictionary. My newest discovery is 
eschatology, which Time called “the 
doctrine of last things,” and which 


Funk & Wagnalls elaborated upon 
as “The branch (of theology) that 
treats of death, resurrection, immor- 
tality, the end of the world, final 
judgment, and the future state.” 


CLICHES OF THE AIR-WAVES 
Chances are... 
Here’s exciting news... 
Let me repeat... 
Here’s all you have to do... 
Now, for the first time... 
Ws os 
And remember .. . 
For a limited time. . . 
See your nearby dealer... 
Just your name and address .. . 
Doctors say... 
For just pennies a day... 


Many of this year’s room air-con- 
ditioners can be mounted flush with 
the inside wall, imposing no problem 
for Venetian blinds or draperies. Now 
we're getting somewhere. 


s 
An old-timer can remember when 


Baldwin was a locomotive or. an 
apple and not a piano. 


+ 
Obvious slogan for an air-condi- 
tioner in be-bop: “It’s real cool.” 
J 
United States Lines, too, went 


epigrammatic with: “5 red-letter days 


on the blue-ribbon ship.” 


“Actor Denies Biting Dancer on 
Thigh.” —Headline. Okay, Buster. 
Where did you bite her? 


The picture-&-caption campaign of 
Pullman does a better job than long- 
winded copy, it seems to this copy- 
writer. 


Monroe calculating-machines could 
go obvious and do a series on the 
“Monroe Doctrine,” telling what 
really figures from where they sit. 


Recommended. reading: “Incandes- 
cent Genius,” by C. B. Wall, through 
Appleton-Century-Crofts . . . the 
electrifying life-story of Thomas 
Edison. 

* 

Beck & Call Dep't: They say that 
Dave Beck, boss of the Teamsters’ 
Union, has issued a call to Detroit's 
3,000 auto salesmen to join up, and 
that more than half of them have 
already paid their initiation fees. 


Incidentally, few people will ever 
plump for guaranteed wages of sin. 


Suggested headline for a sports-car 
ad: ‘The one for the road.” 


Is there a trend to the epigram- 
matic headline? Bell & Howell says: 
“These feet lend a helping hand to 
our salesmen!” 
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H-BOMB: Device for raising H. 


The old-fashioned Fourth of July 
was dangerous and no argument; but 
I miss the rataplan of a whole pack 
of firecrackers going off in one ex- 
travagant concatenation. And those 
giant cannon-crackers that sent a 
tomato-can rocketing 30 feet straight 
up to land with a tinny thud on the 
cobbled street. 

o 

Sorry, Tessie, but your cigar slo- 
gan, “From humidor to cuspidor, a 
wow of a weed,” sounds somehow 
dated. 

° 

In return for a complimentary 
copy of a Reader's Digest Condensed 
Book, let me sing for my supper by 
quoting this passage by Davis Grubb 
in The Night of the Hunter: “. . 
and the old mother-wit warnings 
raced and chattered like scared mice 
in the dark cupboards of her mind.” 
Good writing makes good reading, 
that’s for sure. 


As this is written, demand for color 
television, at $1,000 for a 14-inch 
screen, is not exactly choking fac- 
tories with backlogs of orders. 

so 

Suggested likker headline: “The 

Fifth for the Fourth.” 


SALES MANAGEMENT 


‘ 


eee dictaviteg~wb 
it 
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“The key men and women 
of our organization 


regularly and thoroughly read Business Publications 
... especially articles covering business trends in mer- 
chandise and developments in the retail variety field.” 


’ 


Williams, President To carry Mr. Williams’ thought a step further, men and 
resge Company women who have to keep their thinking a step ahead of 
their work have one common characteristic. They read 

thoroughly the publications that give them the most help. 


Just as the Kresge executives follow their business pub- 
lications for trends and developments in the lines of their 
special interests, so leaders in every field of business and 
professional activity study each issue of the business peri- 
odicals in their own fields. 


Such regular and thorough reading is a tribute to the 
ability of editors and special writers to think in terms of 
tomorrow. Regular and thorough readership means, too, 
that the advertising pages of the Business Press form a 
direct sales channel for products and services that are sold 
to business and professional men. 


NATIONAL BUSINESS PUBLICATIONS, INC. 1001 Fifteenth Street, N. W., Washington 5, D C. * STerling 3-7535 


The national association of publishers of 165 technical, how and advertising to the men who make decisions 
professional, scientific, industrial, merchandising and in the businesses, industries, sciences and professions 


marketing magazines, having a combined circulation of ... pinpointing your audience in the market of your 
3,849,056...audited by either the Audit Bureau of choice. Write for complete list of NBP publications and 
Circulations or Controlled Circulation Audit, Inc.... the latest “Here’s How” booklet, “How We Use the 
serving and promoting the Business Press of America Business Press and Why” by William C. Sproull, Direc- 
..- bringing thousands of pages of specialized know- tor of Advertising of the Burroughs Corp., Detroit. 


The selling power that makes the newspaper the 
medium on which retailers rely to get the store 
traffic they need to meet today’s competition is the 
same selling power that can keep them interested 
in your brand. 

Retailers stock and push the brands their cus- 
tomers want to buy. More than any other medium, 
the newspaper gives people buying ideas. And, as 
Chicago's most dynamic newspaper, the Tribune is 
bought, read and bought from by hundreds of 
thousands more families than are reached by any 
other Chicago newspaper. 

Manufacturers, retailers and want advertisers 


place in the Tribune more of their advertising budg- 
ets than they place in all other Chicago newspapers 
combined. 

The buying of readers attracted to the Tribune 
in the twelve-month period ended Dec. 31, 1953, 
over $58,000,000.00 in advertising —far more 
than has ever appeared in a similar period in any 
newspaper in the world. 

A Tribune representative will be glad to discuss 
with you a plan by which you can build a consumer 
franchise for your brand among Tribune readers 


that will give you greater sales and a stronger 
market position. Why not ask him to call? 


SHICAGOMIRIBUN 


ADVERTISING SALES Hey ‘ 
. . Ureier 
REPRESENTATIVES 1333 Tribune Tower 


E. P. Struhsocker 
220 E. 42nd St. 


New Yerk City Detroit 
W. E. Bates 
Penobscot Bidg. 


San Francisco 
Fitzpatrick & Chamberlin 
155 Montgomery St. 


Los Angeles 
Fitzpotrick & Chamberlin 
1127 Wilshire Bivd 


